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It  couldn't  be 
easier  to  take. 

So  we've 
made  it  easier 

to  ask  for. 


We  knew  we  couldn't 
improve  Dulco-Lax's 
effectiveness. 

But  we  did  know  that 
we  could  improve  its 
packaging  design,  shop 
displays  and  overall  image. 

Consequently,  we're 
relaunching  Dulco-Lax 
this  year  with  £300,000 


worth  of  new  advertising, 
PR,  literature  and 
a  special  bonus  deal  for 
your  stockists. 

The  new  packaging 
features  an  8-tablet  trial 
pack  which  your 
customers  can  select  for 
themselves. 

We've  even  put  a 


hyphen  between  Dulco 
and  Lax  to  help  the 
name  trip  more  easily 
off  the  tongue 

For  more  details  of  our 
special  bonus  offers 
contact  your  Windsor 
Pharmaceuticals 
territory  manager  or 
telephone  0344  484448 
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This  message  will  strike  a  chord  with 
the  millions  of  women  who  are  going  to 
see  it. 

Which  is  why  Roche  are  using  it  to 
launch  a  £xh  million  magazine  advertising 
campaign  tor  new  Starflower  Oil. 

Startlower  Oil  is  an  innovative  GLA 
dietary  supplement.  It's  over  twice  as 
concentrated  as  any  evening  primrose  oil 
product  on  the  market.  So  you  only  need 
one  small  capsule  a  day. 

An  added  benefit  is  that  it's  made  by 
Roche,  who  are  a  leading  researcher  into 
GLA,  and  are  involved  with  the  whole 
process  from  seed  growth  through  to 
refining  the  oil  to  a  pure  form  or  GLA. 

So  order  Roche  Startlower  Oil.  It's  a 
decision  your  customers  will  thank  you  lor. 


Roche 
STARFLOWER 
OIL 
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The  150th  annual  meeting  of  the  Royal  Pharmaceutical 
Society  was  little  different  from  any  other,  save  for  the 
message  of  congratulation  from  the  Queen.  Numbers 
of  members  present  at  AGMs  have  been  falling  steadily  - 
from  97  in  1989,  to  83  in  1990  and  now  to  80  -  hardly  the 
number  to  mark  so  auspicious  an  occasion. 

As  usual  there  were  no  comments  or  questions 
following  the  president's  round-up  of  the  significant  events 
in  the  pharmaceutical  year.  Unusually,  three  members  did 
pop  the  treasurer  questions  about  the  annual  accounts  in 
addition  to  Chris  Nicholson,  who  has  adopted  the  mantle  of 
the  late  '  'White  of  Westerham' ' ,  who  posed  queries  every 
year.  The  Society  is  accountable  to  its  members  and  it  is 
vital  members  call  it  to  account  —  not  that  we  are 
suggesting  there  are  skeletons  in  their  CD  cupboard. 

The  branch  representatives'  meeting  the  following  day 
was  notable  for  the  smaller  number  of  representatives  in 
attendance  (down  to  173  this  year  —  from  just  two  thirds  of 
the  branches  —  from  179  last  and  214  in  1989).  The  number 
of  motions  was  just  21  (20  last  year,  but  28  in  1989),  while 
the  incisiveness  of  the  motions  and  the  quality  of  debate 
were  of  the  usual  standard  —  not  that  the  Society  is  duty 


bound  to  act  on  any  motions  adopted. 

Pharmacists  seldom  seem  to  put  their  leaders  on  the 
rack.  The  Pharmaceutical  Services  Negotiating  Committee 
usually  has  a  trouble-free  ride  at  the  LPC  Conference.  This 
year  was  no  exception  and  it  all  begs  the  question  whether 
the  punitive  DoH  pay  impositions  since  the  cost-plus 
contract  went  out  of  the  window  caused  real  pain  to 
pharmacists  in  England  and  Wales. 

Often  newly  elected  Council  members  fail  to  live  up  to 
their  pre-hustings  performance,  and  meld,  or  are  moulded, 
to  the  collective  view.  Ashwin  Tanna  never  suffered  that 
fate  and  forcefully  represented  the  views  of  the 
membership  as  presented  to  him.  He  was  not  re-elected 
this  time,  but  Gordon  Appeibe,  recently  retired  as  an 
RPSGB  officer  and  one  of  the  two  new  faces  on  Council,  as 
someone  with  inside  knowledge,  could  lift  the  lid  on  some 
of  the  Society's  inner  workings.  He  can  look  for  some 
support  in  promoting  the  employee  view  from  the  Boots' 
employee,  John  Carr,  whose  canvassing  caused 
consternation.  Scottish  pharmacists  could  rue  Ian 
Caldwell's  non-election.  We  may  hear  fresh  calls  for 
regional  representation  following  his  removal. 
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seeks  degree 
urse  extension 


The  Royal  Pharmaceutical  Society 
is  seeking  to  extend  the  length  of 
the  pharmacy  degree  course  to 
allow  access  to  those  with  non- 
standard entry  qualifications,  and 
to  incorporate  a  "significant 
element  of  tuition  in  the  social  and 
behavioural  sciences". 

Society  president  Linda  Stone, 
addressing  the  150th  annual 
meeting,  said  the  profession 
would  be  enriched  by  those  with 
non-standard  qualifications. 
Because  of  free  movement  of 
pharmacists  in  the  EC  the 
profession  could  no  longer  argue 
that  those  entering  pharmacy 
schi  K  ils  in  England  and  Wales  with 
A-levels  had  a  level  of  knowledge 
equivalent  to  second  year 
students  in  the  rest  of  Europe. 

Mrs  Stone  said  an  extended 
degree  course  would  allow 
incorporation  of  the  new  subjects 
and  scientific  and  professional 
elements  as  they  arose.  "A  policy 
document  has  been  prepared  with 
the  assistance  of  heads  of  schools 
and  we  will  pursue  this  aim  with 
the  Government,"  she  said. 

"Also  the  preregistration 
experience  programme  is 
undergoing  a  radical  review  to 
make  it  competency-based.  A 
preregistration  examination  is  to 
be  introduced  in  19915,"  Mrs 
Stone  said.  Continuing  education 
for  further  professional 
development  would  become 
increasingly  important.  "Here  the 
core  syllabus  has  been  developed, 
with  additional  specialist  syllabi  for 
each  of  the  major  aspects  of 
pharmacy  practice." 

Mrs  Stone  reminded  the 
meeting  of  her  predecessor's 
campaign  to  raise  standards  of 
practice  and  pharmacy  premises. 
'  'Thus  the  twin  pillars  of  education 
and  standards,  established  by  our 
founders  150  years  ago,  are 
recognised  by  today's  Council  as 
being  as  important  as  ever  for  the 
deveh  ipment  of  ( >ur  profession. 

Mrs  Stone  said  the  profession 
was  on  the  verge  of  major  new 
advances,  noting  the  widening  of 
the  definition  of  pharmaceutical 
services  within  the  NHS.  "We 
look  to  the  working  party  on 
community  pharmaceutical 
services  to  make  firm,  well 
founded  recommendations,  and 
we  look  to  Government  to 
implement  those  recommend-, 
ations  without  delay." 

She  said:  "It  has  been 
recognised  that  the  full  potential  of 
pharmacists  and  pharmacies  must 
be  harnessed  for  the  benefit  of  the 


A  message  from  Her  Majesty,  The  Queen.  "I  send  my 

sincere  thanks  to  you,  the  president.  Council  and 
members  of  the  Royal  Pharmaceutical  Society  of  Great 
Britain  for  your  kind  message  of  loyal  greetings,  sent  on 
the  occasion  of  the  150th  anniversary  of  the  Society's 
foundation.  I  was  delighted  to  receiv  e  this  message  and 
send  my  best  wishes  to  you  all  for  a  happy  and  successful 
occasion." 


Society  president  Linda  Stone,  and  secretary  and  registrar  John  Ferguson 


community  and  health  services  as 
a  whole."  Resources  are  limited 
and  Governments  must  ensure 
that  every  available  resource  is 
fullv  utilised. 


"Pharmacists  in  Britain,  given 
a  sufficiently  wide  range  of 
effective  medicines  for  the 
treatment  of  common  ailments  — 
and  that   means  removal  of 


prescription  only  controls  from 
some  products  —  can  make  an 
even  greater  contribution  than  we 
do  at  present." 

Governments  wish  more 
people  to  be  treated  in  the 
community  rather  than  in 
institutions.  "Pharmacists  in 
hospital  and  community  practice, 
by  co-operation,  can  ensure  the 
continuation  of  pharmaceutical 
care  as  people  move  from 
hospitals  into  the  community," 
Mrs  Stone  said. 

Treasurer  David  Sharpe  said 
the  Society  had  a  favourable  tax 
adjustment  of  £500,000  in  the 
financial  year  to  December  31, 
1990,  covering  the  period 
1986-90.  A  claim  of  "mutual 
trading"  in  respect  of  Society 
publications  had  been  allowed. 

Chris  Nicholson  asked  why  PR 
expenditure  had  fallen  to  £96,000 
from  £146,000  the  previous  year, 
particularly  as  the  Society  was 
now  celebrating  its  150th 
anniversary.  Mr  Sharpe  noted 
that  for  some  of  the  period  the 
Society  had  been  without  a  PR 
director,  and  so  there  had  been  a 
saving  on  salary  and  therefore  a 
reduction  in  activity. 

Gerry  Diamond  asked  if  the 
Society  was  contemplating 
moving  its  HQ  out  of  London, 
possibly  to  the  North,  as  was  the 
vogue  in  some  quarters.  Mr 
Sharpe  said  that  although  it  was 
tempting  to  consider  potential 
cost  savings,  the  Society  was 
blessed  with  a  purpose  built, 
wholly-owned  building,  and  one 
which,  importantly,  was  close  to 
the  centres  of  power. 


JSC  rates  up  8.25pc 
backdated  to  April  8 


New  rates  of  pay  and  conditions  of 
employment  have  at  last  been 
agreed  for  shop  assistants, 
dispensing  assistants, 
pharmacists  and  pharmacist 
managers  in  England  and  Wales. 

The  new  rates,  which  show  an 
8.25  per  cent  increase  on  most 
scales,  are  backdated  to  April  8. 
The  National  Joint  Industrial 
Council  for  Retail  Pharmacy  had 
failed  to  reach  agreement  before 
now  and  the  settlement  had  been 
delayed  by  the  lengthy 
negotiations  over  NHS 
remuneration  between  the 
Pharmaceutical  Services 
Negotiating  Committee  and  the 
Department  of  Health. 

The  changes  to  the  1990 
agreement  are: 

•  An  increase  of  £8.14  a  week 
raises  the  minimum  provincial 
slum  assistants'  wage  from 
£98.70  to  £106.84.  This 
represents  an  increase  of  8.25  per 
cent,  which  will  also  apply  to  the 
rates  for  junior  shop  assistants 


•  Minimum  rates  for  dispensing 
assistants  will  also  be  increased  by 
8.25  per  cent 

•  Special  relief  has  been  lifted  to 
£4,326.  This  permits  an  employer 
providing  an  essential  pharmacy 
service  and  who  is  suffering 
special  economic,  financial  or 
trading  difficulties  to  apply  for 
authority  to  pay  up  to  15  per  cent 
lower  rates  if  the  combined  NHS 
and  counter  turnover  is  less  than 
£4,326  a  week 

•  Pharmacist  managers  receive  a 
8.25  per  cent  salary  increase  on 
the  minimum  salaries  on  a  revised 
turnover  band  uplifted  to  allow  for 
drug  inflation  at  7.2  per  cent  and 
retail  price  index  at  9  per  cent 

•  Pharmacists  also  receive  an 
8.25  per  cent  increase 

•  Rota  payments  have  been 
agreed  at  £5.03  for  weekdays  and 
£1 1 .64  for  Sundays,  weekly  short 
day  and  customary  holidays. 

The  new  wages  and  conditions 
are  based  on  a  normal  working 
week  of  39  hours. 


Agreement  for  pharmacists 

Minimum  annual  salary  scales 
Pharmacist  managers  and  manageresses 
Weekly  turnover  London  Provincial 

£2,831-£3,112  £10,566  £10,422 

£3,113-£3,423  £10,775  £10,633 

£3,424-£3,768  £10,993  £10,846 

£3,769-£4,145  £11,213  £11,060 

£4,146-£4,572  £11,436  £11,283 

£4,573-£5,014  £11,666  £11,508 

£5,015-£5,513  £11,897  £11,736 

£5,514-£6,067  £12,160  £11,971 

£6,068-£6,674  £12,379  £12,213 

£6,675-£7,341  £12,627  £12,456 

£7,342  and  £12,881  £12,704 
over 


Pharmacists 

London 

Provincial 

1st  Year 

£7,828 

£7,688 

2nd  Year 

£8,100 

£7,963 

Dispensing  assistants 

Age 

London 

Provincial 

20 

£116.68 

£116.01 

21 

£119.68 

£118.97 

Shop  assistants 

Age 

London 

Provincial 

16 

£69.77 

£69.43 

17 

£80.52 

£80.12 

18 

£91.22 

£90.80 

19 

£107.31 

£106.84 
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Stamford 


For  a  report  on  the  branch  representatives  meeting  see  p870 

Appelbe  and  Boots  man 
Carr  elected  to  Council 


Bridge  to 
appeal? 

The  application  for  a  pharmacy  in 
the  Humberside  village  of 
Stamford  Bridge,  turned  down  by 
the  Family  Health  Services 
Authority  (C&D  last  week  p826) 
looks  set  to  go  to  appeal. 

Clarification  of  the  FHSA's 
decision  has  come  from  Paul 
Buhner,  chief  administrator  - 
dental,  pharmaceutical  and 
optical.  He  told  C&D  that  the 
FHSA  considered  the  application 
would  not  prejudice  the  general 
medical  services  but  would 
prejudice  the  pharmaceutical 
services  currently  provided  by  the 
local  CPs.  It  is  possible  that  the 
appeal  will  be  based  around  this 
conclusion. 

At  present,  the  Stamford 
Bridge  CPs  dispense  for  some 
3,400  patients,  said  Mr  Bulmer. 
They  provide  a  dispensary  service 
open  from  8.30am  to  6.30pm  on 
weekdays  and  until  noon  on 
Saturdays.  Appliances,  oxygen 
and  a  delivery  service  are 
provided. 

Submissions  from  the 
Community  Health  Council  and 
Parish  Council  said  the  local 
community  was  in  favour  of 
retaining  the  current 
arrangements  which  were  felt  to 
be  of  a  high  quality. 

If  a  pharmacy  was  granted,  all 
but  400  patients  would  be 
transferred  to  the  pharmacy 
which  would  affect  the  viability  of 
the  doctors'  dispensing  service, 
said  Mr  Bulmer. 

The  FHSA  felt  it  was 
unsatisfactory  to  change  the 
services  so  as  to  provide  the  same, 
level  of  service  for  the  3,000 
patients  who  would  be  transferred 
but  a  reduced  level  for  the 
remaining  400,  he  explained. 


Filey  update 

North  Yorkshire  Family  Health 
Services  Authority  is  to  seek  local 
legal  advice,  following  a  reply  from 
the  Department  of  Health's  Policy 
Committee  on  computer-signed 
prescriptions. 

David  Roberts,  director  of 
resource  management,  told  C&D 
that  the  Policy  Committee 
supported  the  principle  of 
computer-signed  prescriptions  for 
the  future,  but  had  advised  the 
FHSA  to  obtain  legal  clarification 
as  to  where  the  system,  fell  short 
of  the  terms  of  service.  Mr 
Roberts  said  the  FHSA  was 
proceeding  with  care,  mindful  of 
the  need  to  be  fair  to  both  CPs  and 
pharmacists. 


When  the  Society's  Council  meet 
next  month,  there  will  be  two  new 
faces  sitting  round  the  table. 

The  former  head  of  the  law 
department  of  the  Society, 
Gordon  Appelbe,  returns  to 
Lambeth  as  an  elected 
representative  just  three  months 
after  he  left  as  an  employee.  The 
other  new  man,  Boots  Burton-on- 
Trent  manager  John  Carr,  was 
easily  elected  from  the 
16-candidate  field. 

Re-elected  for  further  terms 
were:  Dr  Alison  Blenkinsopp, 
who  takes  up  a  new  post  as 
director  of  NHS  pharmacy 
postgraduate  studies  for  England 
next  week;  former  president  and 
proprietor  pharmacist  from 
Padstow,  Cornwall,  Dr  D.  Hopkin 
Maddock;  industrial  pharmacist 
Jane  Nicholson;  former  president 
and  current  treasurer  of  the 
Society  David  Sharpe;  and 
pharmacy  proprietor  from 
Brentwood,  Nicholas  Wood.  Dr 
Blenkinsopp  topped  the  poll  with 
1,770  first  preference  votes,  500 
more  than  the  next  candidate  (Mr 
Carr). 

The  two  retiring  Council 
members  who  missed  out  were 
Glasgow  proprietor  Ian  Caldwell, 
who  finished  sixth  in  the  poll  on 
first  preferences  but  dropped  to 
eighth  during  the  course  of  the 
single  transferable  vote 
procedure,  and  Ashwin  Tanna, 
who  finished  tenth  on  first 
preferences. 

Looking  forward  to  his  first 
Council  meeting,  John  Carr  told 
C&D  on  Tuesday  that  his  first 
priority  was  "to  find  out  about 
working  as  a  member  of  Council 
and  how  the  system  operates". 


He  said  he  would  be  very 
supportive  of  moves  by  Council 
members  Peter  Curphey  and  Alan 
Nathan  to  get  a  Community 
Pharmacy  Group  established 
within  the  Society. 

Mr  Carr's  policy  statement 
made  much  of  his  position  as  an 
employee  pharmacist  —  he  is  the 

i ml\   ■  on  the  new  Council  "I 

shall  be  a  lone  voice,  but  I  hope 
people  will  perhaps  listen  to  what 
1  have  to  say.  Employee 
pharmacists  have  an  important 
part  to  play  in  the  Society's 
affairs." 

Mr  Carr's  candidature  had 
caused  some  controversy  when  it 
was  revealed  that  a  statement 
urging  Boots  pharmacists  to  vote 
for  him  had  been  sent  out  prior  to 
the  election.  Mr  Carr  said  he 
hoped  he  would  be  asked  to 
contribute  to  any  review  of 
electoral  procedure.  "Exactly 
how  the  election  is  defined  is 
important,"  he  said. 

Mr  Appelbe  told  C&D  he  was 
"delighted  and  honoured  that 
pharmacists  have  given  me  their 
vote  and  confidence".  He  said:  "I 
will  continue  to  work  for  the 
benefit  of  the  public,  the 
profession  and  all  pharmacists 
with  emphasis  on  the  'all'.".  Mr 
Appelbe 's  interests  are  employee 
pharmacists,  changes  in 
legislation,  the  Society's  role  in 
Europe  and  the  Society's 
finances. 

One  encouraging  aspect  was  a 
reverse  in  the  recent  decline  in 
votes  cast.  Some  10,669  valid 
papers  were  received  out  of  a 
possible  37,515,  representing  a 
28.4  percent  poll.  Last  year 26.2 
per  cent  of  the  electorate  voted. 


Allen  &  Hanburys  are  recalling  a  single 
lot  (no  W2060HA)  of  Ventodisks 
200mcg  original  pack  (Diskhaler 
plus  14  disks).  This  action  has 
been  taken  because  a  small 
number  of  disks  have  been  found 
in  which  individual  blisters  were 
empty.  Pharmacists  have  been 
requested  to  return  all  packs  of 
Ventodisks  200mcg  from  lot  no 
W2060HA  to  their  wholesaler  for 
exchange.  A&H  apologise  lor  any 
inconvenience  caused. 
The  Advisory  Committee  on  Borderline 
Substances  has  a  new  telephone 
number.  It  is  now  071-972  2000. 
The  secretary,  Ms  B.  Harvey, 
can  be  reached  on  ext  48267. 
The  Pharmaceutical  Services  Negotiating 
Committee  has  written  to  the 
Department  of  Health  asking  why 
some  pharmacists  have  not 
received  backpayments  for 
keeping  patient  medication 
records  and  for  services  to 
residential  homes.  The 
Department  agreed  last 
December  that  pharmacies 
providing  residential  home 
services  on  March  31  would 
receive  £50  for  each  home  and 
those  keeping  PMRs  would 
receive  £150  in  their  May 
remuneration.  PSNC  decided  to 
chase  the  payments  on  learning 
that  many  pharmacies  had  not  yet 
received  them. 

The  Dutch  regulatory  authorities  have 
granted  Glaxo's  anti-migraine 
treatment  sumatriptan  a  product 
licence  —  the  first  marketing 
approval  for  the  drug  in  Europe. 
Sumatriptan  will  be  marketed 
under  the  brand  name  Imigran  in 
oral  and  subcutaneous  auto- 
injector  forms  in  Holland  next 
month. 

The  number  of  AIDS  cases  up  t<  >  the  end 

of  April  totalled  4,568,  of  whom 
2,647  have  died.  March  figures 
were  4,454  and  2,549. 
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harmacists' 
nder  attack 


\n  open  letter  from  a  group  of 
Evesham  pharmacists  has  been 
criticised  by  dispensing  doctors. 
The  letter,  to  patients  living  one 
mile  from  the  nearest  pharmacy, 
explains  the  implications  of  signing 
the  form  allowing  the  doctors  to 
take  over  dispensing. 

Thi  ■  situation  began  when  one 
of  the  local  practices  obtained 
pen  in  -..-.ion  to  dispense  for  all 
patients  affected  by  the  one-mile 
rule.  Patricia  Alesbury,  chairman 
of  Hereford  and  Worcester  Local 
Pharmaceutical  Committee,  told 
C&f)  that  a  second  practice  has 
followed  suit  and,  although  the 
case  is  still  at  appeal,  they  look 
likely  to  be  granted  the  same 
facilities. 

This  would  mean  around  one 
third  of  patients  in  Evesham 
(population  30,000)  could  be 
dispensed  for  by  doctors,  says 
Mrs  Alesbury.  "We  are  moving 
towards  a  two-tier  service  of 
dispensing  with  one  service  being 
provided  by  chemist  contractors 
and  another  by  the  doctors." 

The  six  Evesham  contractors 
decided  to  write  to  patients  when 
they  started  being  asked  about  the 
doctors'  form  and  what  it  meant. 
An  open  letter  was  prepared  with 
help  from  Stephen  Axon  at  PSNC 
and  these  are  being  distributed  to 
affected  patients  from  the 
pharmacies. 

However,  the  letter  has  had  a 
knock-on  effect  at  the 
neighbouring  village  of  Broadway 
where  two  or  three  patients, 
alerted  to  the  situation  in 
Evesham,  questioned  their 
dispensing  doctor  about  their 


prescriptions,  says  Mrs  Alesbury. 

Dr  Thomas  Bloch  of 
Broadway  has  written  to  the 
Society  saying  that  the 
pharmacists  involved  should  be 
admonished  and  the  Dispensing 
Doctors  Association  has  become 
involved.  However,  the  Society 
does  not  believe  the  pharmacists 
have  done  anything  wrong. 

Mrs  Alesbury  says  that  the 
letter  makes  it  clear  that  patients 


do  have  a  choice  and  do  not  have 
to  sign  the  doctors'  form.  It  points 
out  that  the  pharmaceutical 
service  provided  by  chemist 
contractors  is  separate,  widely 
available,  and  provides  "accurate, 
prompt  and  safe  dispensing".  It 
does  not  slander  the  services 
provided  by  the  doctors,  she  says. 

Feedback  from  patients  has 
been  very  positive,  says  Mrs 
Alesbury.  Many  have  thanked  the 
pharmacists  for  pointing  out  that 
they  do  have  a  choice  and  it  has 
made  some  more  aware  of  the 
variety  of  services  pharmacists 
can  offer,  she  says.  There  has 
been  no  response  from  the 
dispensing  doctors  from  the 
practice  concerned. 


Boots  have  confirmed  that  they  are  taking  legal  advice  after  posters  like 
this  one  recently  appeared  around  Edinburgh.  Pictured  with  the 
offending  poster,  promoting  a  dance  club  called  Beats,  is  Brian  LeVell, 
who  is  said  to  be  responsible  for  the  posters .  Boots  say  their  logo  has  been 
abused  and  the  posters  are  misleading  and  dangerous.  "At  a  quick 
glance  it  could  be  mistaken  for  the  Boots  logo,  and  could  be 
misinterpreted, ' '  head  of  corporate  affairs  Mike  Caldwell  said.  Boots 
have  been  trying  to  contact  Mr  LeVell  with  limited  success,  but 
discussions  are  continuing,  said  Mr  Caldwell.  "Wc  always  look  very 
carefully  at  anything  which  may  be  an  infringement,  especially  of  the 
Boots  logo. ' '  Brian  LeVell  was  reported  to  have  changed  the  colour  of  the 
posters  from  blue  to  red  after  complaints  from  Boots 


14th  year  as  PSNC  chairman 


David  Sharpe  has  been  elected 
unopposed  as  chairman  of  the 
Pharmaceutical  Services 
Negotiating  Committee. 

This  is  the  14th  year  he  has 
held  that  office,  believed  to  be  a 
record.  David  Billington,  regional 
representative  for  Merseyside, 
has  been  elected  deputy 
chairman.  PSNC  was  unable  to 
disclose  who  else  stood  for  this 
post,  after  the  previous  deputy 
chairman  David  Coleman  decided 
not  to  seek  re-election. 

David  Sharpe  told  C&D  he  still 
enjoyed  the  challenge  of  heading 
PSNC.  "I  still  find  it  exciting  and 
I'm  very  conscious  of  the  fact  that 
so  many  pharmacists'  livelihoods 
depend  on  our  success  or 
otherwise,"  he  said. 

Mr  Billington,  who  is  a 
member    of    Sefton  Local 


Pharmaceutical  Committee,  said 
he  was  keen  to  extend  the 
pharmacist's  role  and  has  started 
cholesterol  and  blood  pressure 
testing  in  Iris  Stockport  pharmacy. 
"But  I'm  very  much  aware  that 
pharmacists  are  guardians  of  the 
nation's  medicines  and  we 
mustn't  lose  sight  of  this  fact  in  the 
rush  to  embrace  an  extended 
role,"  he  said.  He  has  been  on 
PSNC  since  1979. 

Mr  Coleman  explained  that 
there  was  "nothing  sinister"  in 
his  decision  to  stand  down  as 
deputy  chairman,  it  was  purely  a 
question  of  time  constraints.  His 
role  as  Royal  Pharmaceutical 
Society  vice-president  meant  he 
was  spending  more  and  more  time 
away  from  his  pharmacy, 
particularly  in  the  busy 
sesquicentenary  year. 


Lords  plug 
for  rural  GPs 

The  Countess  of  Mar,  an 
independent  peer  who  is  also 
patron  of  the  Dispensing  Doctors' 
Association,  has  called  on  the 
Government  to  ensure  that  the 
income  obtained  by  rural  GPs 
from  dispensing  prescriptions  is 
not  undermined. 

Speaking  in  a  debate  in  the 
House  of  Lords  on  the 
Government's  NHS  reforms,  she 
stressed  that  rural  GPs  were 
unlikely  to  be  in  a  position  to 
become  budget  holders  for 
several  years.  The  static  nature  of 
the  population  meant  that  they 
were  unable  to  increase  the  size  of 
their  patient  lists  and  gain  little 
benefit  from  the  per  capita  system 
of  remuneration. 


CPP  approves 
21  providers 

Some  21  continuing  education 
course  providers  have  now  been 
accredited  by  the  College  of 
Pharmacy  Practice. 

The  accreditation  scheme  was 
developed  to  ensure  that  courses 
attended  by'  College  members 
were  of  a  high  standard.  Course 
providers  were  asked  if  they 
wanted  to  participate,  and  the 
College  says  from  the  response  it 
is  apparent  that  the  concept  of 
accreditation  has  been  widely 
accepted  within  the  profession. 

Those  so  far  accredited 
include  the  Welsh  Committee  for 
Postgraduate  Pharmaceutical 
Education,  the  PQE  Board  in 
Scotland,  regional  health 
authorities  in  England,  the 
Pharmaceutical  Services 
Negotiating  Committee  and  the 
United  Kingdom  Clinical 
Pharmacy  Association. 

The  College  says  members 
will  have  no  difficulty  attending 
accredited  courses  when  the 
scheme  is  fully  implemented  in 
1992.  Accreditation  is  ongoing. 
Criteria  include:  relevant  content, 
a  minimum  of  one  contact  hour 
using  a  variety  of  learning 
techniques.  Further  details  from 
Rosemary  Mitchell  at  the  CPP, 
Barclays  Venture  Centre,  Sir 
William  Lyons  Road,  Coventry 
CV4  7EZ. 


Update  on 
phenytoin 

C&D  can  confirm  that 
pharmacists  will  be  paid  for 
Epanutin  dispensed  against 
scripts  for  phenytoin  provided 
they  give  some  indication  of 
having  contacted  the  doctor. 

This  is  the  latest  information 
being  issued  by  the  National 
Pharmaceutical  Association,  head 
of  information  Mary  Allen  told 
C&D.  She  said  this  had  been 
agreed  by  the  Department  of 
Health  and  the  Prescription 
Pricing  Authority. 

Mrs  Allen  pointed  out  that 
pharmacists  need  to  inform  the 
patient's  doctor  anyway,  because 
of  the  difference  in  bioavailability 
of  Epanutin  capsules.  Once  a 
patient  is  stabilised  on  phenytoin, 
a  change  in  bioavailability  could 
lead  to  a  lack  of  seizure  control  or 
an  increase  in  side-effects. 

Ideally  patients  switched  to 
Epanutin  should  have  their  blood 
levels  monitored,  but  since  this  is 
not  realistically  possible  in  all 
cases  the  doctor  should  at  least  be 
made  aware  that  there  might  be 
problems  and  tell  the  patient. 


CHEMIST  &  DRUGGIST  25  MAY  1991 


Rugby 
international 
wins  claim 


Swansea  based  chain  Howard  & 
Palmer  have  been  ordered  to  pay 
nearly  £2,300  in  compensation 
and  costs  to  a  former  Welsh 
international  whom  they  sacked 
for  taking  time  off  for  training  and 
playing  in  a  charity  rugby  match. 

The  award  would  have  been 
nearly  £1,000  greater  but  an 
Industrial  Tribunal  in  Cardiff  ruled 
that  former  Llanelli  and  Cardiff 
Hanker,  Gareth  Roberts,  had 
contributed  to  his  sacking  by  his 
rugby  activities. 

Mr  Roberts,  who  had  worked 
as  a  pharmacist  for  the  company 
for  eight  years,  was  given  instant 
dismissal  in  April  1990,  after 
playing  in  a  charity  rugby  game  on 
a  day  he  had  stayed  away  from 
work  to  mind  his  children  because 
his  wife  was  ill.  A  few  weeks 
earlier  he  had  gone  on  a  training 
run  during  an  unauthorised 
lunchbreak,  leaving  an  unqualified 
assistant  in  charge  of  the  Llanelli 
shop  where  he  was  manager. 
Under  the  terms  of  his  contract, 
Mr  Roberts  was  not  entitled  to  a 
lunchbreak  but  Howard  &  Palmer 
had  promised  to  find  a  locum  to 
cover  for  him  while  he  trained  or 
played  rugby. 

Matters  came  to  a  head  when 
Mr  Roberts  stayed  away  from 
work  to  look  after  his  children  but 
played  in  a  charity  rugby  game 
which  kicked  off  at  5.30pm  that 
evening.  In  his  absence  the  shop 
was  manned  by  a  director  of  the 
company  at  "great  inconvenience 
to  herself".  A  few  weeks  earlier 
this  director  had  been  told  by  the 
assistant  at  the  shop,  who  was 
related  to  her,  that  Mr  Roberts 
had  told  her  to  dispense  non- 
controlled  drugs  while  he  went  on 
a  lunchtime  training  run. 

The  tribunal  decided  that  the 
company  had  not  fully  investigated 
this  claim  as  they  should  have 
done  and  for  this  reason  decided 
unanimously  that  the  decision  to 
dismiss  Mr  Roberts  was  unfair. 
The  tribunal  also  ruled  that  it  was 
inexcusable  for  Mr  Roberts  to  go 
training,  knowing  there  was  no 
cover  for  him  at  the  shop. 

In  law  Mr  Roberts  was  entitled 
to  £2,536  compensation,  but  the 
tribunal  reduced  this  by  a  third  to 
£1,691  because  of  the 
contributory  conduct  of  the  man 
who  plaved  seven  times  for  Wales 
between  1985  and  1987. 

The  company  was  also 
ordered  to  pay  £368  to  Mr 
Roberts  for  not  giving  him  full 
written  reasons  for  his  dismissal 
and  a  further  £240  costs.  Mr 
Roberts  has  found  another  job  and 
retired  from  playing  rugby. 


Refer  the 
'bleeders' 

I  am  not  scared  of  the  sight 
of  blood,  but  I  am  nervous  at 
the  "sound"  of  it, 
particularly  when  a  patient 
indicates  that  they  are 
bleeding  from  some  distant 
part  of  their  anatomy.  My 
immediate  reaction  is  that 
all  bleeding  not  associated 
with  an  obvious  trauma 
should  be  investigated 
further,  and  I  always 
suggest  that  the  patient 
seeks  medical  advice. 

The  other  night  I  saw  an 
advertisement  on  television  for  new 
Mentadent  P  toothpaste,  specifically 
extolling  its  use  for  bleeding  gums,  but 
without  indicating  that  dental  advice  also 
should  be  sought.  Mentadent  may  well  be 
suitable  for  some  peridental  disease,  but 
surely  that  decision  is  for  dental 
recommendation,  not  for  self-treatment 
via  a  television  advertisement. 

Elida  Gibbs,  to  be  fair,  are  more  used 
to  advertising  the  exaggerated  fantasy 
images  of  the  cosmetic  industry,  than  they 
are  of  the  more  restrained  medicinal 
sector,  but  if  they  wish  their  toothpastes 
to  be  considered  as  medicinal  products 
then  the  standards  of  advertising  must  be 
correspondingly  higher.  I  will  now  be 
more  circumspect  when  selling 
Mentadent,  referring  patients  to  their 
dentist  where  necessary,  but  I  would 
prefer  that  Gibbs  alter  their  script  to 
advise  all  patients  with  bleeding  gums  that 
they  should  also  seek  dental  advice. 

A  rural  question 

Two  applications  to  open  pharmacies  in 
rural  Humberside  have  been  granted  on 
appeal  (C&D  May  18,  p826),  but  a  further- 
application  in  Stamford  Bridge  has  been 
turned  down  by  the  Family  Health 
Services  Authority  on  the  grounds  that  it 


would  prejudice  the 
dispensing  services 
provided  by  the  doctors 
(see  page  859),  who  had 
invested  a  lot  of  money  and 
expertise  in  the  service! 

I  am  sure  they  have, 
since  the  return  is  well 
worth  the  investment,  but 
as  Stamford  Bridge  is  a 
controlled  locality  (rural) 
then  the  application  should 
have  been  considered  first 
on  grounds  of  "prejudicial 
to  existing  pharmaceutical 
or  medical  services"  and 
then  considered  on  grounds 
of  "necessary  or 
desirable".  Since  there  are 
no  pharmaceutical  services  presently 
available  then,  under  the  regulations,  any 
dispensing  service  offered  by  the  doctors 
should  be  specifically  excluded  from  the 
FHSA's  deliberations.  I  am  confident  that 
the  PC  will  appeal,  but  all  LPCs  should  care- 
fully question  their  FHSAs  to  ensure  they 
are  correctly  applying  the  regulations . 

Some  endorsement! 

I  am  sure  Merrell  Dow's  "Seldane  pollen 
count"  (C&D  May  18  p835)  will  help 
many  hayfever  sufferers,  but  surely  it  calls 
into  question  the  BBC's  supposed  ban  on 
commercial  advertising.  Personally, 
having  just  paid  £77  for  my  TV  licence,  I 
think  sponsorship  would  be  no  bad  thing, 
but  also,  having  heard  directly  Derek 
Jameson  mention  on  Radio  2  that 
"Triludan  by  Merrell  is  the  only  once  a 
day  hayfever  tablet  available  over-the- 
counter'  ' ,  I  wonder  whether  sponsorship 
has  not  already  started. 

Two  raps  across  the  good  Derek's 
knuckles  are  called  for.  One  for 
mentioning  a  commercial  product  by 
name,  and  secondly  for  misleading  the 
listener  by  stating  that  Triludan  is  the  only 
once-a-day  treatment.  The  BBC's 
reputation  for  evenhandedness  is 
seriously  at  risk  and  Janssen,  with  some 
justification,  must  by  now  be  hopping  mad! 
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UNTERPOINT 


sgets 
creen 


Next  month,  Pond's  dry  skin 
cream  and  light  day  cream  will  be 
reformulated  to  include  UVA  and 
UVB  sunscreens.  The  sunscreen 
variants  will  be  highlighted  in  a 
£400,000  Press  campaign  in  key 
women's  magazines  running  from 
August  to  November. 

Two  supporting  promotions 
have  been  developed.  The  first  is 
an  on-pack  fix-a-form  leaflet  on  the 
100ml  sizes,  detailing  the 
importance  of  using  a  daytime 
facial  moisturiser  with  sunscreens 
and  offering  existing  users  the 
opportunity  to  send  a  friend  a  trial 
size  of  the  new  formulations.  The 
leaflet  also  incorporates  a  40p  off 
coupon  redeemable  against 
Pond's  night  cream. 

The  second  promotion  is  a  trial 
size  composite  unit  available  from 
July.  The  unit  holds  a  dozen  dry 
skin  cream  and  a  dozen  light  day 
cream  in  25ml  pots  (£0.59).  Elida 
Gibbs  Ltd.  Tel:  071-486 1200. 


POND'S 


Making  Sense 

Smithkline  Beecham  are 
promoting  their  Sixth  Sense  body 
sprays  with  the  offer  of  a  free 
Innoxa  lip  pencil,  worth  £2.49. 

The  offer  runs  from  June  1 7  to 
September  6.  The  gift  can  be 
obtained  by  sending  off  two  proofs 
of  purchase  from  any  of  the  Sixth 
Sense  range.  Smithkline  Beecham 
Personal  Care.  Tel:  081-560 
5151. 


FAMILY  CARE 
Olnlmont 

(JjS)  FAMILY  CAF 

E 

tvMm<m  „l  .,„,.■»,,  .  ,-.,,.„  . ..  ,,,,„ 

Napp's  Family  Care  to 
extend  product  appeal 


Napp  Laboratories  have 
relaunched  their  babycare  range  in 
more  contemporary  packaging  to 
appeal  to  all  ages  and  new  parents 
in  particular. 

The  new  design  links  the 
products  with  the  new  banner, 
Napp  Family  Care,  to  extend  the 
range's  appeal. 

The  new  pack  features  a 
simple,  striking  illustration  of  two 
faces,  one  sad,  one  happy, 
emphasising  the  pain  relieving 


nature  of  the  products. 

The  Family  Care  range 
comprises  Morhulin,  Morsep, 
Codella,  Cradocap  and  Teejel. 

The  relaunched  range  will  be 
supported  by  point  of  sales  units, 
leaflets  and  posters.  Napp  will  also 
be  carrying  out  promotional 
activity  among  health 
professionals  and  mailing 
information  to  health  visitors. 
Napp  Laboratories  Ltd.  Tel:  0223 
424444. 


Fresher  skin 
with  Almay 

Almay  are  adding  a  facial  wash  gel 
to  their  range  and  improving  their 
effective  cleansing  milk  and 
moisture  lotion. 

Facial  wash  gel  (125ml  £6.08) 
is  an  oil-free  formulation  which 
foams  on  contact  with  water.  It  is 
designed  as  an  alternative  to  soap. 
The  product  is  soap-free  and 
comes  in  a  pump  action  dispenser. 

Effective  cleansing  milk 
(150ml  £6.08)  has  been 
reformulated  to  a  lighter,  non- 
greasy  texture.  Almay  have  also 
improved  their  effective  moisture 
lotion.  All  three  products  will 
appear  in  upgraded  packaging. 
Nicholas  Laboratories.  Tel:  0753 
23971. 


Unichem 
holiday  prizes 

Unichem  have  joined  with  British 
Airways  to  offer  discounted 
holidays  to  consumers. 

On  collecting  five  proofs  of 
purchase  on  selected  Unichem 
own  brand  products,  customers 
will  receive  discounts  of  up  to 
£250  on  Poundstretcher  flights  to 
America  and  Canada,  and  fly-drive 
US  holidays.  All  consumers  will 
also  be  entered  into  a  free  draw 
for  a  holiday  in  Los  Angeles. 

Pharmacists  can  also  enter  the 
promotion  on  purchase  of  15 
packs  of  Unichem  products.  In 
addition  the  pharmacy  with  the 
most  consumer  applications  will 
win  a  week  holiday  in  Florida. 
Unichem  pic.  Tel:  081-391  2323. 


Sensiq's  Pure 
Performance 

Sensiq  have  introduced  a  new 
lipstick  range,  Pure  Performance 
Lip  Colour,  which  contains  a 
sunscreen  and  conditioning 
agents. 

'  The  lipstick  (£3.75)  is 
fragrance,  lanolin  and  eosin-free 
and  gives  a  matt,  non-greasy 
appearance  when  applied,  says 
the  company.  It  comes  in  a  choice 
of  ten  classic  shades,  packaged  in 
an  elegant  oval,  silver-grey  case 
to  distinguish  it  from  the  Luxury 
Lip  Colour  range.  Sensiq 
Cosmetics.  Tel:  071-4091413. 

Bon  Voyage! 

Wisdom  have  added  six  new 
colours  to  their  Bon  Voyage 
toothbrush  range. 

In  keeping  with  Summer's 
bright  fashion  shades,  the  angle- 
head  toothbrush,  aimed  at  the 
travel  market,  now  offers  a  choice 
of  purple,  orange,  pink,  green, 
blue  and  white  handles. 

To  draw  attention  to  the 
range,  colourful  shelf  wobblers 
are  available  in  addition  to  the  two- 
dozen  display  tray.  Each  Bon 
Voyage  toothbrush  comes  in  its 
own  travel  case,  with  an  rrp  of 
£1.69.  Addis  Ltd.  Tel:  0992 
584221. 


Make  shaving 
less  of  a  pain 

Mennen  are  launching  an  addition 
to  their  men's  skincare  range, 
Mennen  aftershave  gel. 

The  gel  is  said  to  prevent 
dryness  and  irritation  caused  by 
shaving.  It  cools  and  refreshes 
skin,  says  the  company,  and 
contains  allantoin,  glycerine  and 
polyethylene  glycol. 

Aftershave  gel  will  retail  at 
£3.87  for  100ml  and  will  be 
available  to  selected  Boots 
branches  until  September  and 
then  generally  to  pharmacists. 
Distributors  Food  Brokers  Ltd. 
Tel:  0705  219900. 
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CLEARINE    EYE  DROPS. 


ackson 
yZube 


Crediton-based  E.R.  Jackson  & 
Co  have  purchased  Zubes,  the 
established  throat  lozenge  brand, 
from  Roberts  Laboratory 

An  Autumn  advertising 
campaign  is  being  planned  tor 
Zubes.  Managing  director  Lee 
Walker  commented:  "We're 
delighted  to  add  sw  ha  well  known 
and  respect*  d  product  to  our 
portfolio  and  we're  looking 
forward  to  significantly  developing 
the  brand  in  the  future." 

Zubes  are  available  in  four 
flavours  —  original,  cherry, 
blackcurrant,  and  honey  and 
lemon  in  36g  cartons  and  16 
lozenge  tubes.  E.R.  Jackson  &  Co 
Ltd.  Tel:  036322251. 


New  look  for 
Potters 

A  £150,000  national  advertising 
campaign  has  been  launched  to 
support  the  new  look  packs  of 
Potters  herbal  medicines.  A 
three-month  campaign  will  run  in 
the  Su  inlay  Express.  Sunday  and 
Daily  Mirror,  The  People  and  the 
Daily  Mad. 

The  new  packs  feature 
modern  graphics  and  a  moulded 
top.  The  first  six  products  - 
Tabritis,  Diuretabs,  Antitis, 
Antifect,  Newrelax  and  Acidosis 
—  are  available  in  a  special  point- 
of-sale  display  tray. 

Initial  test  marketing  has 
resulted  in  "very  encouraging" 
trade  reactions,  says  Potters 
managing  director  Tony 
Hampson.  Plans  to  relaunch  other 
products  in  the  range  are 
underway.  Potters  (Herbal 
Supplies)  Ltd.  Tel:  0942  34761. 


Alpho 
guide 


Stafford-Miller  are  supporting 
Alphosyl  shampoo  with  a  new 
pharmacy  assistants'  guide  on 
common  scalp  disorders. 

The  booklet  provides  key  facts 
about  the  symptoms  and 
treatments  of  dandruff  and 
psoriasis,  and  includes  a 
competition  offering  assistants  the 
chance  to  win  a  new  hairstyle. 
There  are  five  first  prizes  of  £50 
vouchers  and  25  runners-up  will 
get  £1 5  vouchers. 

Customer  leaflets  are  also 
available.  Contact  the  public 
relatii  »ns  <  ifficer  at  Stafford  Miller. 
Tel:  1)707331001. 
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Two  Japanese  products 
availab  e  from  Robinson 


Following  an  exclusive  UK 
distribution  aggrement  with  PIP 
Fujimoto  of  Japan,  Robinson 
Healthcare  have  launched  Fast 
Aid  heat  pads  and  Fast  Aid 
Relief-Xtra. 

Fast  Aid  heat  pads  (£1 .28)  are 
therapeutic  heat  pads  which, 
when  maintained  in  contact  with 
the  skin,  utilise  the  body's  own 
heat  to  provide  a  constant 
temperature  of  around  40C  for 
about  five  hours,  says  the 
company. 

Fast  Aid  heat  pads  are 
available  in  one  size  (4in  by  5in), 
individually  wrapped  and  sealed. 
They  are  packaged  in  a  display 
outer  of  20  pads. 

Robinson  Fast  Aid  Rehef-Xtra 


comprises  small  adhesive 
magnetic  discs  designed  to 
provide  a  magnetic  force 
stimulation  to  areas  of  muscle 
stiffness  or  tension,  says  the 
company.  The  discs,  once 
applied,  can  be  kept  in  place  for 
around  7  days. 

On  average,  over  20  million 
boxes  are  sold  every  year  in 
Japan,  say  Robinson.  The  discs 
are  supplied  in  boxes  of  10  (£2.56) 
packed  in  a  display  outer  of  12 
boxes. 

The  launch  of  the  products  is 
being  supported  by  national  trade 
and  consumer  advertising  and  a 
PR  campaign  backed  by  POS 
material.  Robinson  Healthcare. 
Tel:  0246220022. 


Tramil  500  has  been  repackaged.  The  new  graphics  highlight  T rami  I 's 
capsule  presentation,  with  the  benefits  of  fast  pain  relief  and  easy  to  swallow 
form.  The  product  comes  blister  packed  in  two  sizes,  12s  (£1.02)  and  24s 
(£1.68).  Whitehall  Laboratories.  Tel:  071-636  8080 


Nomad  Travel  Pharmacy  in  London  will 
be  offering  a  vaccination  service 
including  yellow  fever  from  June  1 . 
Nomad.  Tel:  081-889  7014. 


The  telephone  number  for  Lifesystems  Ltd, 

manufacturers  of  the  Medical  Kit, 
is  ( (71-351  2032  and  not  as  printed 
in  last  week's  C&D  p836. 


Radian-B  POS 
available 

New  Radian-B  point  of  sale 
material  is  available  from  Fisons 
Consumer  Health  to  help 
pharmacists  take  advantage  of  the 
upswing  in  sales  during  the 
Summer  sporting  season. 

Display  cards  feature  the 
Radian-B  Mineral  Bath  and  the 
lour  rubefacient  products  and 
explain  the  benefits  of  the  range 
and  how  the  products  can  help 
relieve  both  muscular  and 
rheumatic  pains,  says  the 
company. 

Support  for  the  Mineral  Bath 
range  will  include  a  television 
advertising  campaign,  consumer 
sampling  and  public  relations  as 
well  as  sampling  direct  to 
competitors  at  major  sporting 
events. 

Since  the  Mineral  Bath's 
launch  in  September  1989,  the 
product  has  gone  from  strength  to 
strength,  say  Fisons.  Sales  in  the 
12  months  to  April  1991  showed 
185  per  cent  increase  over  the 
previous  year.  Fisons  Consumer 
Health.  Tel:  0509  611001. 

Do-Do 
Campaign 

Ciba  Consumer  Pharmaceuticals 
are  investing  £500,000  in  a  new 
campaign  for  Do-Do,  with 
advertising  in  both  national  daily 
and  Sunday  Press. 

The  advertisements  will 
appear  throughout  the  Summer 
and  an  estimated  85  per  cent  of 
the  target  audience  will  see  them 
seven  times,  say  Ciba. 

The  company  claims  to  have  a 
98  per  cent  share  of  the  chest 
infection  market,  which  affects 
about  9  million  people  each  year. 
Ciba  Consumer  Pharmaceuticals . 
Tel:  0403  59466. 

Sanatogen 
B6  on  trial 

Fisons  are  offering  pharmacists 
trial  sizes  of  Sanatogen  vitamin  B6 
capsules  to  sell  at  £0.50,  together 
with  free  copies  of  the  Sanatogen 
vitamin  booklet  "Women's 
nutritional  health  and  the 
menstrual  cycle". 

Each  vitamin  B6  pack  contains 
14  tablets  and  is  available  in 
dozens  in  a  specially  designed 
merchandiser.  Free  copies  of  the 
leaflet  will  be  placed  in  the  back  of 
the  unit.  Fisons  Consumer 
Health.  Tel:  0509  611001. 
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It's  got  to  be  the 
hottest  consumer  deal  in 
photo  products  this 
summer. 

A  free  2-litre  bottle  of 
Tango  with  every  twin 
pack  of  Fuji  Film! 

What  better  way  to 
boost  your  film  sales. 

Supported  with  great 
looking  packs,  counter 
merchandisers  and 
point-of-sale. 

If  you  haven't  already 
picked  up  on  the  Fuji/ 
Tango  mix,  call  your  local 
Tambrands  representative 
and  they  will  put  you  in 
the  picture. 

It's  the  sales  success 
in  a  bottle! 
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Fuji  Photo  Film  (UK)  Ltd,  Fuji  Film  House. 
125  Finchley  Road,  London  NW3  6JH 
Tel:  071-586  5900 


FUJI  FILM  IS  AVAILABLE  FROM  THE  FOLLOWING  WHOLESALERS: 

A.A.H.  Pharmaceuticals  Ltd.  Glasgow,  Tel:  041  554  8566  Luton,  Tel:  0582  417485.  Bristol,  Tel;  0272  540000.  Preston,  Tel:  0772  795088.  Belfast,  Tel:  0232  401000  C.B.S.  Wholesale.  London  N17 
Tel:  081  808  0886  Michaels  and  Michaels  Ltd.  London,  Tel;  071  405  4488  Mawdsley-Brooks  Co.  Ltd,  Salford.  Tel:  061  833  9741  West  Bromwich,  Tel  021  525  1213  Medielite  PLC  Perivale. 
Tel:  081  998  8833  Macton  (South  Wales)  Ltd,  Cardiff,  Tel:  0222  810432  Hall  Foster  &  Co.  Ltd.  Newcastle-Upon-Tyne,  Tel.  091  286  2911  Robert  Smith  &  Co.  (Derry)  Ltd,  Londonderry. 
Tel  0504  301411  Bleasdale  Ltd.  York.  Tel:  0904  641151  Macarthy  Medical  (Division  of  Medicopharma)  Romford,  Tel  0402  349311  Weedon.Tel  0327  42299.  Cambridge,  Tel  0223  241115 
Butler  Pharmaceuticals  (Division  of  Medicopharma)  Leicester  Tel  0533  702441  Davidson  Pharmaceuticals  (Division  of  Medicopharma) 
Aberdeen,  Tel  0224  873796  Ridley  Pharmaceuticals  (Division  of  Medicopharma)  Carlisle.  Tel  0228  24121  Dobbin  and  Stewart  Ltd  Belfast, 
Tel  0232  242149  Lyntons  Cash  &  Carry  Wholesale.  Sutton,  Tel  081  689  6933  Herbert  Ferryman  Ltd,  Southampton.  Tel  0703  788011 . 
Durham  Pharmaceuticals  Ltd.  Co  Durham.  Tel  0429  881200  Sangers  (Nl)  Ltd,  Belfast,  Tel  0232  401111 


FUJI  FILM 


COUNTERPOINTS 
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Milupa  grow  herbal 
drinks  with  new  image 


Eco-friendly 
nappy  to  hit 
UK  market 

An  environmentally  friendly 
reusable  nappy,  said  to  have 
enjoyed  considerable  success  in 
the  US  and  Canada,  will  be 
available  in  the  UK  from  October. 

The  EFC  Group  have  signed  a 
UK  licensing  agreement  for 
Comfi-Bears  with  BOCA 
Industries  Company.  A  UK 
salesforce  has  been  formed  and 
negotiations  are  currently 
underway. 

The  padded  100  per  cent 
cotton  flannelette  nappies,  printed 
with  a  teddy  bear  design,  feature 
snug-fit  elasticated  legs,  velcro 
tab  fastenings  and  a  "breathable" 
waterproofed  layer.  They  will 
retail  at  about  £10.99  in  starter 
packs  of  three. 

The  nappies  can  be  re-used 
approximately  75  times  and  can  be 
put  in  the  washing  machine,  say 
EFC. 

Support  for  the  product  will 
include  a  £250,000  advertising 
campaign,  marketing  and  PR 
activity.  The  EFC  Group.  Tel: 
071  -373  9511. 

Gold  Spot's 
TV  link-up 

Nicholas  Laboratories  make  their 
broadcast  sponsorship  debut  with 
a  tie-up  between  their  Gold  Spot 
breath  freshener  and  BSkyB's 
"Love  at  First  Sight"  game 
show. 

Gold  Spot  credits  will  appear  at 
the  start  and  finish  of  every  "Love 
at  First  Sight"  programme  (which 
has  been  likened  to  ITV's  "Blind 
Date")  for  1(1-12  weeks.  Nicholas 
Laboratories.  Tel:  0753  23971 . 

Seldane  goes 
Underground 

Seldane 's  London  Underground 
advertising  campaign  breaks  this 
week  and  will  run  throughout  the 
Summer. 

The  £100,000  campaign 
consists  of  16  cross  track  posters 
in  major  stations. 

Group  product  manager 
Andrew  Tasker  says:  "This  is 
jusl  the  start  of  a  campaign  to 
make  Seldane  the  most  heavily 
advertised  brand  in  the  entire 
liayfever  sector".  Merrell  Dow 
Pharmaceuticals  Ltd.  Tel: 
081-8483456. 
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Milupa  are  investing  £1  million  in 
a  new  campaign  to  support  their 
recently  extended,  repositioned 
and  repackaged  range  of  herbal 
baby  drinks,  after  research 
revealed  a  need  for  clearer 
product  communication,  more 
contemporary  packaging  and  a 
wider  choice  of  flavours,  says  the 
company. 

The  support  includes  a 
consumer  Press  advertisement 
with  the  slogan  "Milupa  Herbal 


Natrel  Plus  has  a  special  offer  for 
pharmacists  this  Summer.  Free 
stock  is  available  on  purchase  of 
multiple  cases  of  any  of  the  four 
variants.   The  brand  is  being 


Baby  Drinks.  The  natural  taste 
grows  and  grows."  The  toddler 
and  baby  in  the  advertisement  are 
shown  measuring  themselves 
against  a  wall,  which  illustrates 
that  as  babies  grow  their  tastes 
change. 

Other  support  includes  a 
sampling  offering  over  4  million 
trial  packs.  Showcards,  shelf 
wobblers,  shelf  talkers  and 
leaflets  are  available.  Milupa  Ltd. 
Tel:  081-573  9966. 


supported  by  a  £3  million 
advertising  spend,  including  a 
television  and  cinema  campaign. 
Gillette  UK  Ltd.  Tel:  081-560 
1234. 


Disney  paste 

Walt  Disney's  cartoon  characters 
feature  on  the  latest  children's 
toothpaste  launched  by  Oral-B 
Laboratories. 

The  Disney  toothpaste  gel  has 
a  mild  minty  taste  and  contains 
fluoride,  says  the  company.  It  is 
packaged  in  a  100ml  pump 
dispenser  (£1.62),  designed  to 
complement  the  company's  range 
of  Disney  children's 
toothbrushes. 

Oral-B  hope  that  the  launch  of 
the  character  toothpaste  will  make 
a  significant  contribution  to  their 
range  of  oral  hygiene  products  for 
children.  As  Angela  McBride, 
product  manager,  says:  "We 
have  deliberately  chosen 
established  characters,  with  a 
wide  appeal  across  all  ages,  that 
are  not  vulnerable  to  fluctuating 
trends  and  gimmicks."  Oral-B 
Laboratories  Ltd.  Tel:  0296 
432601. 

A  brighter 
smile 

Clinomyn  smokers  toothpaste  will 
be  advertised  in  the  women's 
Press,  starting  next  week. 

The  £300,000  campaign  will  be 
targeted  at  the  young  female 
smoker.  Recent  research  has 
shown  that  the  group  showing  a 
rise  in  the  number  smoking  is 
young  women. 

With  the  slogan  "Will  your 
smile  give  you  away?"  the 
advertisement  will  appear  in 
Cosmopolitan,  Me,  She,  Living, 
Family  Circle,  19  and  More.  De 
Witt.  Tel:  081-441  9310. 

Punch  &  Judy  children's  toothpaste  has 

been  repackaged  without  the 
name  Maws  on  the  pack.  This 
follows  the  sale  of  Maws  to  Addis 
last  year.  Addis  Ltd.  Tel:  0992 
584221. 

Unipath  would  like  to  make  it  clear 
they  are  making  available  a  single 
test  pack  (£6.99)  for  their 
Clearblue  One  Step  home 
pregnancy  test  (see  C&D,  May 
11,  p786).  The  two  test  pack 
remains  available.  Unipath  Ltd. 
Tel:  0234347161. 
AAH  Pharmaceuticals  are  offering 
extrafill  packs  of  selected 
baby  care  products.  An  extra  20 
per  cent  will  be  added  on  standard 
sizes  of  Vantage  baby  lotion, 
shampoo  and  bathcare  and  10  per 
cent  on  cotton  buds.  Orders  of 
five  or  more  qualify  for  a  free  outer 
of  125ml  feeding  bottle.  Orders  of 
ten  or  more  will  receive  a  free 
outer  of  250ml  feeding  bottles, 
and  orders  of  15  or  more  qualify 
for  free  outers  of  both  sizes  of  the 
feeding  bottle  plus  cleaning 
brushes.  AAH  Pharmaceuticals. 
Tel:  0928  71 7070. 
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Vantage  promote  babycare 
with  prizes 


AAH  Pharmaceuticals  are  running 
a  promotion  for  their  Vantage 
babycare  range,  with  prizes  for 
both  pharmcists  and  consumers. 

It  centres  on  a  babycare 
display  competition  where 
Vantage  members  are 
encouraged  to  display  own-label 
products  to  maximum  effect. 
There  will  be  four  prizes  of  luxury 
weekend  breaks  for  the  best 
window  displays. 

Vantage  are  also  offering  ten 
customer  prize  draw  winners  a 
year's  supply  of  own-label  nappies 
(worth  £500).  Also  on  offer  are 
five  family  weekend  breaks,  100 
£10  Vantage  vouchers  and  400  £5 
vouchers. 

To  support  the  promotion 
Vantage  members  can  offer 
customers  extra-fill  packs  of 
selected  babycare  lines.  All 
members  will  receive  new  point  of 
sale  material. 

AAH's  retail  development 
manager  Darren  Kirton  says: 
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"The  introduction  of  this 
promotion  means  that  Vantage 
has  presented  the  membership 
with  a  powerful  new  proposition  to 
help  them  really  make  their 
presence  felt  within  the 
community." 

The  consumer  promotion  runs 
until  August  16.  Members  will 
receive  a  competition  pack, 
including  an  explanatory  leaflet, 
entry  forms  and  posters.  AAH 
Pharmaceuticals.  Tel:  0928 
717070. 


Fuji  make  their  move  for  the 
Summer  season 


Fuji  have  launched  three  new 
cameras  and  are  running  two  new 
promotions  as  part  of  their 
Summer  marketing  strategy. 

The  Quicksnap  Panorama  is  a 
panoramic  version  of  the 
Quicksnap  single  use  earners,  and 
is  capable  of  producing  prints  3.5in 
by  lOin.  It  features  a  25mm  wide 
angle  lens  and  a  12-shot  pre- 
loaded Super  HG  400  film. 

Fuji  have  also  introduced  two 
budget  cameras,  the  DL-80  and 
DL-25.  Both  feature  the 
company's  characteristic  drop-in 
load  system  along  with  autowind 
and  motorised  rewind. 

The  two  cameras  also  have 
auto  exposure,  auto  flash  and  DX 
coding  for  films  of  ISO  100,  200 
and  400.  They  are  both  compact, 
weighing  less  than  230g  without 
batteries  and  measuring  just  137 
by  74  by  52mm.  The  principal 
difference  between  the  two  is  that 
the  DL-80  has  infrared  auto-focus, 
while  the  DL-25  is  a  fixed  focus 
camera.  They  are  priced  at  £61 .29 
and  £40.86  respectively. 

On  the  promotions  front,  Fuji 
are  offering  consumers  a  chance 


to  win  a  free  two  day  shoot  with 
the  top  fashion  photographer 
Annabel  Williams. 

To  enter  the  competition, 
customers  have  to  answer 
questions  on  the  competition 
leaflet  and  send  it  off  with  two 
Reala  packs  and  the  till  receipt. 

To  promote  their  Quicksnap 
range  of  single  use  cameras,  the 
company  are  ofering  a  free  "flying 
saucer"  in  Fuji  colours. 
•  Fuji's  DL-500  Miniwide  has 
been  voted  Best  compact  camera 
in  Europe  for  1991-92  by  the 
Technical  Image  Press 
Association.  Fuji  Photo  Film 
(UK).  Tel:  071-5865900. 


Healthy  sales  from  books 


Looking  for  add-on  sales? 
Publishers  Dorling  Kindersley  are 
offering  a  selection  of  health- 
related  titles  on  a  revolving  stand. 

The  introductory  package 
(approximately  £365)  includes  a 
revolving  floor  stand  and  about  80 
books,  priced  from  £3.99  to 
£14.99.  Marketing  manager  Sarah 
Mycock  says  pharmacists  can 
initially  receive  books  on  subjects, 
including  babycare,  pregnancy, 
asthma,  eczema,,  dieting,  and 
PMT,  then  re-order  those  that 


sell  well. 

The  scheme  is  initially  aimed  at 
independent  pharmacists,  though 
the  company  intends  to  extend  it 
to  include  multiples  and  possibly 
health  clinics  and  surgeries. 

John  Goulding,  NPA  business 
services  manager,  confirms  the 
scheme  is  NPA  recommended 
and  said  that  those  members  who 
had  ordered  the  books  were 
pleased  with  the  results.  Dorling 
Kinderslev  Ltd.  Tel:  071-836 
5411. 


1                   ON  TV  NEXT  WEEK 

GTV  Grampian 
B  Border 
BSB  British  Sky 
Broadcasting 
C  Central 

CTY  Channel  Islands 
LWT  London  Weekend 

C4  Channel  4                     TV-am  Breakfast  Television 

U  Ulster                           STV  Scotland  (central) 

G  Granada                        Y  Yorkshire 

A  Anglia                           HTV  Wales  &  West 

TSW  South  West               TVS  South 

TTV  Thames  Television       TT  Tyne  Tees 

Anadin  Extra: 

All  areas  except  Y,HTV,CTV,LWT  &  TTV 

Impulse  Bodyspray: 

All  areas  except  TVS  &  TV-am 

Kyomi: 

All  areas  except  TV-am  &  Sky 

Macleans  Mouthguard: 

All  areas  except  U,CTV,C4  &  TV-am 

Milupa  infant  foods: 

TV-am 

Slim-Fast: 

G,Y,A,TT,C4,TV-am 

Turns: 

All  areas 

Ultra  Togs  nappies: 

All  areas  except  CTV  &  TTV 

Wella  Colour  Confidence: 

STV,B,G,Y,A,HTV,TSW,TT  &  C4 

Wrigley's  Extra/Orbit  sugar-free  chewing  gum:  G 

Kodak  Photo 
CD  awards 

Kodak  are  continuing  to  promote 
their  Photo  CD  system,  due  to 
appear  on  the  market  in  the 
Summer  of  next  year,  and  which  is 
already  receiving  awards. 

In  '  1990  Popular  Science 
Magazine  named  Photo  CD, 
which  produces  images  on  a 
compact  disc  for  display  on  a 
television  screen  as  well  as  in 
traditional  still  photograph  format, 
as  one  of  the  top  100  greatest 
achievements  in  science  and 
technology. 

This  year  Photo  CD  has  been 
awarded  the  highest  award  of  the 
Technical  Image  Press 
Association,  the  "Best  design 
technology"  award  for  1991-92. 
Kodak  Ltd.  Tel:  0442  61122. 


tver  Ready  are  offering 
consumers  free  pocket  games  on 
packs  of  Gold  Seal  long  life 
batteries. 

Fromjune  .ill  <  lold  Seal  packs 
will  be  flashed  and  consumers 
collecting  points  can  send  off  for 
one  of  three  games  tennis, 
soccer  or  motor  racing.  Points  will 
also  be  valid  lor  gifts  from  I  lie 
Power  Collection  catalogue. 

Promotional  stock  will  be 
available  for  six  to  eight  weeks. 
The  offer  closes  in  December. 
Ever  Ready  Consumer  Products 
Ltd.  Tel:  081-202  3171. 

Fisonsare  supplying  cyclists  in  the 
1991  Milk  Race  with  Sanatogen's 
Original  High  Protein  powder. 
The  race  starts  on  May  26  and 
finishes  on  June  8.  Fisons 
Consumer.  'Tel:  0509611001. 


PRESCRIPTION  SPECIALITIES 


New  strength 
for  Provera 

Upjohn  Ltd  are  launching  a  new 
lOmg  strength  of  Provera  tablets 
(medroxyprogesterone  acetate). 

Provera  is  indicated  for 
dysfunctional  (anovulatory) 
uterine  bleeding,  secondary 
amenorrhoea  and  for  mild  to 
moderate  endometriosis.  The 
lOmg  tablets  will  provide  a  cost 
effective  treatment  option  with  an 
efficacy  similar  to  that  of  Danazol, 
says  the  company. 

Provera  lOmg  tablets  are 
white,  round  half  oval  tablets 
marked  Upjohn  50  on  one  side  and 
single  scored  on  the  other.  They 
are  available  in  packs  of  50  at  a 
basic  NHS  price  of  £12.87. 
Product  licence  number  is 
0032/0151.  Upjohn  Ltd.  Tel:  0293 
531133. 


Glaxo  regrets 

Glaxo  say  they  greatly  regret  the 
inconvenience  caused  by  the 
continuing  interruptions  in 
supplies  of  10ml  Betnesol/ 
Betnesol-N,  Eumovate  and 
Predsol/Predsol-N  eye  drops. 

Technical  difficulties  with 
tamper-evident  closures  have 
been  overcome  and  Betnesol  and 
Predsol  supplies  will  return  to 
normal  by  the  end  of  May,  says 
the  company. 

Problems  associated  with 
sourcing  the  special  grade  of  the 
benzalkonium  chloride  needed  for 
Eumovate  (plain)  eye  drops 
continue  to  affect  this  product  and 
further  time  will  be  necessary  to 
overcome  this  difficulty.  Glaxo 
Laboratories.  Tel:  081-9909444. 


Retard 
Tildiem 

Lorex  Pharmaceuticals  have 
introduced  two  long-acting 
formulations  of  Tildiem. 

Tildiem  Retard  90  and  Retard 
120  are  licensed  for  angina  and 
mild  to  moderate  hypertension 
and  allow  flexibility  to  titrate  doses 
to  clinical  response. 

Tildien  Retard  90  is  available  in 
blister  packs  of  56  (£11.34)  as  is 
the  Retard  120  (£12.60,  both 
prices  trade).  Lorex 
Pharmaceuticals  Ltd.  Tel:  0494 
21124. 


New  colours 

Scholl  are  introducing  two  new 
colours  to  their  NHS  range  of 
thigh  length  prescribable 
compression  hoisery. 

In  response  to  recent 
consumer  sampling  they  have 
added  soft  black  to  the  Class  I  new 
Nylastik  range.  This  range 
currently  comprises  sand,  honey 
and  dove. 

Almond  has  also  been  added  to 
the  existing  sand,  honey  and  dove 
in  the  new  Sheer  Soft  Grip  range. 
This  class  II  stocking  has  a  sheer 
appearance  and  is  recommended 
for  varices  of  medium  severity. 

Swatch  cards  are  available. 
Scholl  Consumer  Products  Ltd. 
Tel:  0582  482929. 

Granuflex  Drug  Tariff  packs  SI 41 

containing  five  dressings  have 
been  replaced  by  a  pack  coded 
S141T  containing  ten  dressings 
(£18.80).  The  price  per  dressing 
remains  the  same.  Convatec  Ltd. 
Tel:  0895  678888. 
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The  reassign  is  over.  Wfcf  tie  cDRtiiteRce?  Well,  So  kick  off  with  we  are  launching  two  new  cammcreials  far  our  Kodak  GOLD  film 

a!!  sew  GOLD  400  speed  Aim  Hal's  pgrefiesi 

does  now  psekagmg  for  all  SOLO  films  sound ?  What  slant  a  specialist  press  campaign  for  the  afore- 
6810  480  m?  And  «'»  8«t  an  extensive  national  press  campaign  far  Kodak  EKTAR  film.  Phew.  If  only  Norman  Lament  had  as  much  support 


BRANCH  REPRESENTATIVES'  MEETING 


more  warnings  on  paracetamol 
:  a  ban  on  P  product  advertising 


The  Royal  Pharmaceutical  Society's  branch  representatives'  meeting  agreed  last  week  that  prescribed  combination 
medicines  containing  paracetamol  should  carry  a  warning  to  this  effect  and  that  all  medicines,  including  oral  liquids, 
>hou!d  tie  dispensed  in  child-resistant  containers.  But  they  rejected  a  ban  on  the  advertising  of  Pharmacy  medicines  to 
the  public  and  voted  against  an  in-depth  investigation  into  the  Society's  business  affairs.  Almost  a  third  of  the 

Society's  branches  failed  to  send  anyone  to  the  meeting 


Proposing  that  dispensed 
combination  medicines  containing 
paracetamol  should  carry  a 
warning  label,  NE  Lanes  Branch 
said  that  many  prescribed 
analgesics  did  not  indicate  by  their 
name  that  they  contained 
paracetamol.  Deborah  James  said 
that  this  could  have  serious 
consequences  if  patients  also  look 
OTC  pa  t  ace  t  a  mol -containing 
medicines  they  already  had  at 
home. 

Carol  Evans,  Chelmsford, 
proposed  an  amendment  that, 
besides  stating  the  medicine 
contained  paracetamol,  the  label 
should  also  advise:  "Do  not  take 
any  other  medicine  containing 
paracetamol  at  the  same  time." 
The  amended  motion  was  carried 
by  a  large  majority. 

Glasgow  proposed  that 
Pharmacy  medicines  should  not 
be  advertised  to  the  public,  on  the 
grounds  that  customers  often  buy 
inappropriate  medicines  because 
they  follow  the  advertiser's  advice 
rather  than  a  pharmacist's.  Mary 
Bruce  said  that  in  poor  inner  city 
areas  many  families  struggled  to 
pay  high  prices  for  products  they 
had  seen  on  television  when 
equally  effective  cheaper  ones 
were  available  from  the 
pharmacist. 


Christine  Glover,  Edinburgh, 
strongly  supported  the  motion; 
medicines  were  given  P  status 
because  there  was  a  need  to  use 
them  with  caution.  A  "hard  sell" 
on  television  often  produced  a 
rush  to  buy  the  product  the  next 
morning  and  any  suggestion  from 
the  pharmacist  that  the  medicine 
was  not  suitable  led  to  .1 
disgruntled  customer  moving  on 
to  another  pharmacy. 

But  Roger  Mills,  Slough, 
warned  that  the  industry  was 
unlikely  to  support  the  trend  from 
POM  "  to  P  if  advertising 
restrictions  prevented  them  from 
recouping  the  costs  by  selling  the 
products. 

Ian  Millar,  Edinburgh,  also 
opposed  the  motion  because  the 
advertising  of  P  medicines  at  least 
brought  people  mto  a  pharmacy 
where  they  could  get  professional 
advice.  "I!  we  take  this  away  it 
will  me. in  ( iSL  medicines  are  the 


only  ones  that  are  advertised, ' '  he 
warned.  The  motion  was  lost. 

Also  rejected  was  a  motion 
from  Macclesfield  that  the  Society 
should  employ  an  independent 
business  consultant/ "trouble- 
shooter"  to  assess  its  financial, 
administrative  and  business 
affairs.  Proposing,  Max  Kirby  felt 
it  was  extremely  important  that 
the  Society  was  run  as  efficiently 
as  possible  and  that  members, 
who  had  to  pay  a  compulsory 
registration  fee,  were  seen  to  be 
getting  value  for  money. 

Richard  Clitherow,  Liverpool, 
who  has  been  an  independent, 
elected  honorary  auditor  of  the 
Society  lor  the  past  five  years, 
said  the  finance  department  was 
run  by  excellent  staff  and  outside 
accountants  reviewed  the 
accounts;  independent  financial 
advisers  were  also  employed. 

Arthur  Gee,  Lancaster, 
thought  that  a  review  would  cost 
more  than  it  would  save  while  John 
Myers,  Edinburgh,  thought  many 


areas  of  possible  economy  were 
all  too  obvious  —  it  didn't  need 
independent  experts  to  point 
them  out.  One  example  was  the 
"thousands"  spent  on  sending 
Society  representatives  to 
international  conferences. 

A  motion  from  Dundee 
proposing  that  all  medicines, 
including  oral  liquids,  should  be 
dispensed  or  supplied  in  child 
resistant  containers  (subject  to 
the  existing  exemptions  for  solid 
dose  medication)  was  passed  with 
little  dissent.  But  Christine  DLxon, 
Epsom,  said  that  while  she  was 
sympathetic  to  the  idea  she  felt  it 
was  impractical  with  the  closures 
currently  available.  They  soon 
became  sticky  and  there  was  a 
risk  that  patients  would  not 
replace  them  properly,  children 
would  gain  access,  the  contents 
would  deteriorate  and  the 
medicine  would  not  be  properly 
shaken  before  use. 

The  liveliest  part  of  the 
morning  came  when  Keith 


Opposing  views:  Catherine  Noakes'  suggestion  that  pharmacists 
young  children  should  be  given  help  to  attend  professional  meetings 
with  a  ery  of '  'nonsense '  'from  Keith  Jenkins 


with 
met 


Jenkins,  Bucks,  vehemently 
opposed  a  motion  from  Plymouth 
that  adequate  provision  should  be 
made  to  enable  pharmacists  with 
young  children  to  attend 
postgraduate  continuing  education 
courses  and  other  professional 
meetings.  The  proposer, 
Catherine  Noakes,  had  pointed 
out  that  women  —  and  men  who 
played  an  active  part  in  child 
rearing  —  were  at  a  financial 
disadvantage  when  attending  such 
meetings.  Locums  had  to  pay  the 
costs  of  childcare  as  well  as  losing 
a  day's  pay. 

To  a  background  of  hissing, 
Mr  Jenkins  said  he  had  "never 
heard  so  much  nonsense  in  all  his 
life".  People  like  him,  who  had 
children,  had  to  make  provision  for 
them  and  he  resented  "this  sort  of 
welfare  state  intrusion  into  our 
activities". 

Springing  to  the  defence  of  the 
motion,  a  "disgusted"  Joe 
Diamond,  Aberdeen,  referred  to 
Mr  Jenkins'  views  as  "drivel". 
"Women  are  the  backbone  of  the 
Society's  future,"  he  asserted,  to 
cheers  from  the  audience. 

Pat  Hoare,  Slough,  pointed 
out  that  money  would  become 
available  for  these  purposes  under 
the  EC's  New  Opportunities  for 
Women  funding.  The  motion  was 
carried. 

'Co-name'  confusion 

Glasgow  proposed  that  practising 
community  pharmacists  should 
have  a  say  in  deciding  names  for 
generic  and  branded  drugs, 
especially  to  avoid  the  confusion 
caused  by  the  growing  list  of 
"co-"  names. 

"There  can  hardly  be  a 
practising  pharmacist  who  hasn't 
wondered  about  the  sheer 
inventiveness  of  those  who  think 
of  drug  names  and  wondered 
about  their  sanity  or,  worse, 
muttered  about  them  in  an 
unprofessional  way,"  said  Dr 
James  Johnson,  proposing  the 
motion.  Community  pharmacists 
were  at  the  sharp  end  of 
prescription  interpretation  where 
speed  and  accuracy  mattered,  and 
he  tin  lught  there  should  be  one  on 
the  BP  Commission 
Nomenclature  Committee.  The 
motion  was  carried  by  a  large 
majority. 
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After  a  lengthy  debate,  a 
motion  that  the  Society  should 
take  steps  to  amend  the  legal 
requu'ement  which  compels  locum 
pharmacists  to  display  then- 
certificates  of  registration  was  lost 
by  71  votes  to  67.  The  proposers, 
Macclesfield,  thought  it  should  be 
adequate  for  such  pharmacists  to 
carry  proof  of  registration  and 
identity. 

Beverley  Greenway  felt  that 
even  the  proposed  smaller 
certificates  were  cumbersome 
and  suggested  that  the  issue  of  a 
single  permanent  card  would  cost 
no  more  than  the  annual  flimsy 
card.  Other  speakers  suggested  a 
lapel  badge  or  an  annual  card 
which  was  only  valid  when  used  in 
conjunction  with  a  permanent  card 
carrying  a  photograph.  But  some 
delegates  were  concerned  about 
abandoning  certificates 
altogether.  Tom  Bisset,  Sheffield, 
felt  this  would  increase  the  risk  of 
others  posing  as  pharmacists  and 
that  professionalism  should  come 
before  convenience. 

The  British  Pharmaceutical 
Students  Association  reiterated 
its  plea  for  structured  training  for 
preregistration  tutors,  a  motion 
also  passed  by  this  year's  BPSA 
annual  conference  (C&D,  April  (i, 
p532).  The  proposer,  Lesley 
Beattie,  told  the  BRM  that  many- 
tutors  were  unaware  of  what  was 
expected  of  them  over  the  next 
few  years,  when  dramatic 
changes  in  preregistration  training 
would  occur.  The  BPSA  thought 
the  Society's  provision  for  one 
day '  s  training  was  inadequate  and 
suggested  that  a  distance  learning 
course  was  more  appropriate. 
The  motion  was  carried. 

Vaccine  anomalies 

Lincoln  proposed  that  the  Society 
sin  mid  take  steps  to  i  'liminate  the 
anomalies  in  the  supply  of  vaccines 
to  the  general  public  through  the 
family  health  services.  When  a 
coach  party  travelled  abroad,  half 
could  be  vaccinated  by  a  doctor 
who  bought  typhoid  vaccines 
direct,  the  others  might  see  a 
doctor  who  issued  FPlOs  for 
which  the  patients  had  to  pay  a 
prescription  charge. 

Proposing  the  motion,  John 
McKerracher  referred  to  the 
increasing  numbers  of  patients 
receiving  flu  vaccines  as  doctors 
looked  for  ways  of  increasing  their 
incomes.  Christine  Glover, 
Edinburgh,  said  the  current 
anomalies  confused  the  public  who 
thought  they  were  being  conned 
when  they  had  to  pay  prescription 
charges.  The  lack  of  clear 
guidelines  was  also 
unprofessional.  The  motion  was 
carried. 

East  Metropolitan  were 
successful  with  a  motion  that  all 
wholesale  dealing  in  P  and  POM 
medicines  should  be  under  the 
control  of  a  pharmacist. 
Proposing,  Allan  Asher  said  the 


suggestion  had  been  prompted  by 
concern  about  a  cash  'n'  carry 
which  was  selling  P  medicines 
with  no  check  —  or  only  a  cursory 
check  on    whether  the 

purchaser  had  a  legal  right  to  sell 
them  again. 

Guidance  on  alternatives 

The  Society  should  provide 
guidance  to  the  profession  on  the 
relationship  between  pharmacists 
and  practitioners  of  alternative 
medicine,  proposed  the 
Buckinghamshire  Branch. 

Proposer  Keith  Jenkins  said 
the  motion  had  been  prompted  by 
an  increasing  number  of  requests 
from  the  public,  ranging  from 
practices  such  as  homoeopathy, 
herbalism  and  osteopathy  to  other 
"less  scrupulous"  practices. 

Arthur  Chamings,  Worthing, 
said  practices  such  as 
homoeopathy  should  not  be 
considered.  "We  should  be 
dealing  with  medicines,  not 
alternative  therapy,"  he  said.  Ian 
Simpson,  Oxfordshire,  said  the 
motion  was  excellent  as  far  as  it 
went,  but  should  be  amended  to 
include  other  health  care 
professionals  such  as 
physiotherapists,  chiropodists  and 
dietitians. 

John  Myers,  Edinburgh,  said 
pharmacists  had  the  right  to  be 
associated  with  graduate-based 
professions  but  should  be 
dissociated  from  professions  that 
were  not  science-based.  "You 
shouldn't  discard  people  because 
they  haven't  got  a  degree,"  said 
RPSGB  president  Linda  Stone. 
The  amended  motion  was  carried. 

Other  motions  carried 
suggested: 

•  The  voice  of  the  profession 
should  be  heard  more  in  public  on 
health-related  matters,  either 
with  other  professionals  or  alone 

•  The  Society  should  take  the 
initiative  in  stimulating  national 
bodies  representing  health  care 
professions  to  encourage  student 
meetings,  with  the  aim  of 
promoting  good  inter-professional 
relations 

•  Local  formularies  should  be 
compiled  by  the  prescribing 
doctors  and  the  pharmacists 
working  in  that  particular  locality 

•  The  preregistration 
experience  manual  should  be 
received  by  the  student  or  training 
establishment  before  the  training 
is  due  to  commence 

•  The  Society's  Council  should 
do  all  in  its  power  to  inform  UK 
pharmacists  about  the  implications 
of  the  dissolution  of  trade  barriers 
in  1992 

•  The  S<  iciety  sin  mid  sustain  and 
enhance  the  scientific  content  of 
the  British  Pharmaceutical 
Conference,  and  discourage 
attempts  to  separate  scientific  and 
professional  matters 

•  The  Society's  Council  should 
examine  the  dual  involvement  in 
planning,   and   the  peripatetic 


Max  Kirby  (Macclesfield): 
"Important  for  the  Society  to  be 
efficient 


nature  of  the  BPC ,  with  particular 
reference  to  finance  and 
organisation 

Motions  lost  were  those 
suggesting: 

•  Society  members  who  have 
paid  their  annual  subscription  for 
45  years  should  be  granted  free 
membership  for  the  rest  of  their 
lives 

•  Branches  should  be 
encouraged  to  arrange  meetings 
which  would  provide  further 
education  to  both  pharmacists  and 
their  assistants 

•  Council  should  review  the  per 
capita  grant  to  branches  and 
regions  in  order  to  reasonably 
fund  the  regions. 


Tom  Bisset  (Sheffield):  Concern 
about  abandoning  the  display  of 
certificates 


For  all  scaly 
scalp  conditions 

f  A  lightly  fragranced  formula 
with  the  strength  of  coal  tar. 
*f  Docs  not  stain  the  skin, 
clothes  or  hath. 
J  Leaves  the  hair  shiny  and 
easy  to  manage. 


ALPHOSYL 

shampoo 


The  effective  scalp  treatment  in  a  cosmetic  shampoo. 


Left,  Deborah  fames  (NE  Lanes)  proposed  a  warning  on  labels  for 
dispensed  combination  paracetamol .  Right,  Lesley  Beattie  (BPSA) 
proposed  a  structured  training  for  preregistration  tutors.  Below,  Ian 
Simpson  (Oxfordshire)  spoke  on  alternative  practitioners 
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ADVERTISEMENT  FEATURE 


ing  by  you, 
rotection  by 
Silvikrin' 


tig  Range 

The  new  Silvikrin  Active  Care  styling  range 
is  right  out  on  its  own!  An  innovative  range 
that  features  state-of-the-art  formulations 
offering  consumers  the  best  in  styling,  the 
best  in  protection. 

Within  the  total  haircare  market 
(estimated  value  £500m  at  RSP),  the  styling 
sector  is  by  far  the  fastest-growing. 
Representing  just  19  percent  of  the  total 
market  in  1988,  it  is  forecast  to  grow  to  25 
per  cent  in  1991 .  Current  fashion  trends 
indicate  that  demand  for  effective  home  hair 
styling  products  is  set  to  grow  even  further 
as  the  "Sixties  look"  stages  a  major 
comeback.  But  the  rigid,  concrete 
structures  are  being  modified  for  a  more 
natural,  yet  styled,  look. 

The  Silvikrin  name  is  a  leading  player  in 
all  haircare  sectors.  Its  Active  Care 
proposition,  offering  the  added  benefits  of 
protection  and  care,  has  established  among 
its  core  25-45  year  old  consumers  the- range 
as  a  favourite  brand  for  shampoo  and 
conditioner,  and  outright  brand  leader  in 
hairspray. 

It's  from  this  position  of  strength  that 
the  new  styling  range,  offering  consumers  a 
true  unique  selling  point  of  styling  with 
protection,  has  now  been  launched.  The 
range  features  products  with  contemporary 
formulations  promising  highly  effective 
styling  properties  with  the  added  benefit  of 
protection.  The  pack  design  is  stylish  and 
appealing,  with  up-to-the-minute  graphics 
to  give  immediate  shelf  standout.  It 
performed  outstandingly  well  in  research. 
And  the  whole  Silvikrin  range  is  being 
supported  throughout  the  year  with 
heavyweight  TV,  PR  and  promotional 
support,  worth  over  £3m  to  ensure,  a  high 
level  of  consumer  awareness  and  trial. 


Active  Care  Styling— 
ariive  care  protection 

The  new  Silvikrin  Active  Care  styling  range 
comprises  three  mousses,  a  gel  spray  and  a 
fixing  spray.  Each  item  has  been  carefully 
selected  for  maximum  consumer  appeal  and 
relevance  for  today's  home  styling  needs. 
Three  mousses:  Mousse  has  continued  to 
account  for  over  half  of  the  styling  market 
value  over  the  last  four  years.  It  is 
undoubtedly  seen  as  the  most  versatile  and 
useful  of  all  styling  products  by  the  target 
market.  The  three  Silvikrin  Active  Care 
styling  range  mousses  offer  Firm  Hold, 
Ultra  Hold  and  Revitalising  Mousse  (for 
permed  and  curly  hair  —  to  capitalise  on  the 
growing  demand  for  curl  specific  products). 

Each  mousse  has  been  specially 
formulated  to  style  and  control,  while  added 
conditioning  agents  and  a  unique  blend  of 
polymers  protect  the  hair  against  damage 
caused  by  the  styling  process. 
A  gel  spray:  There  is  a  marked  decline  of 
traditional  tube  and  tub  gel  formats,  while 
expenditures  on  easy-to-use,  easy-to- 
control  gel  sprays  has  increased  by  120  per 
cent  over  the  last  12  months.  Again,  the 
effective  styling  formulation  is  combined 
with  a  conditioning  agent  for  added 
protection. 

A  fixing  spray:  Aerosol  sprays  account  for 
over  61  per  cent  of  all  expenditure  on 
styling  sprays.  The  fixing  spray  also 
contains  a  conditioning  agent  and  leaves  hair 
shiny  and  tangle-free. 

Each  item  is  competitively  priced  at 
£1.99  RSP. 

...  and  the  hairsprays 

The  Silvikrin  Active  Care  hairspray  is  the 
leading  brand  in  the  enormous  hairspray 
market.  With  the  introduction  of  the  new 
Active  Care  styling  products,  the  consumer 
now  has  a  total  style  wardrobe:  style  that 
protects.  To  maintain  the  hairspray  range's 
pre-eminent  position,  as  well  as  offer  the 
consumers  the  widest  possible  choice  of 
products  to  suit  her  lifestyle,  the  non- 
aerosol  variant  has  now  been  repackaged  in 
smart,  contemporary  new  packaging  and 


sizing  to  give  it  greater  impact  on-shelf  with 
a  "slim-line"  pack  making  it  look  taller  and 
wider.  The  size  has  increased  from  125ml 
to  150ml,  which  gives  as  many  sprays  as  a 
350ml  aerosol,  while  the  well-known 
'  'reed"  motif  has  been  enlarged  to  heighten 
the  Silvikrin  family  connection  and  to  help 
the  brand  benefit  from  the  TV  advertising 
as  have  the  other  hairspray  variants. 


Twiggy  is  back!  Research  has  proved 
that  this  popular  personality  presents  the 
Silvikrin  Active  Care  benefits  with  humour 
and  conviction  that  consumers  positively 
respond  to.  A  brand  new  commercial 
featuring  Twiggy  and  the  new  styling  range 
will  break  nationally  in  July.  Some  £3. 3m  in 
total  will  be  spent  on  television,  which 
includes  £2.1m  spent  on  supporting  the 
styling  range  —  almost  three  times  higher 
than  any  other  styling  brand  in  1990! 

To  support  this  high  profile  programme 
as  well  as  encourage  trial  and  repurchase, 
major  PR  and  promotional  activity  appears 
right  through  the  year,  starting  with  the 
innovative  "Style  secrets"  on-pack  video 
promotion  appearing  in  mid-June. 
Presented  by  TV  personality  Annabel 
Giles,  a  top  hair  stylist  shows  the  viewer 
easy-to-follow  techniques  to  achieve 
professional-looking  results  at  home  using 
the  Silvikrin  Active  Care  styling  products. 
The  30-minute  video,  worth  £6.99,  is 
available  free  with  two  proofs  of  purchase 
plus  59p  for  postage.  It  is  being  promoted 
on  all  Silvikrin  Active  Care  shampoo  and 
conditioner  variants. 

With  the  launch  of  the  new  Silvikrin 
Active  Care  Styling  Range  supported  by 
this  major  promotional  commitment, 
SmithKline  Beeeham  Personal  Care  UK, 
manufacturers  of  the  range,  can  offer 
consumers  this  unique  proposition: 
"Styling  by  you.  Protection  by  Silvikrin." 

SmithKline  Beeeham  Personal  Care  UK, 
SB  House,  Great  West  Road,  Brentford 
TW89BD.  Tel:  081-560  5151. 


your  next  purchase  of  a 
250  pack  of  Vita  riber 


.  ;-".v...:;<..jt»% 


One  of  my  loyal  customers 
returned  this  week  to  tell  me  that 
inside  the  carton  of  the  100  Vita 
Fiber  tablets  that  I  had  sold  her 
was  a  "50p  off  at  Boots"  coupon! 

Perhaps  other  non-Boots 
pharmacists  might  care  to  check 
their  stock  —  mine  was  purchased 
from  a  wholesaler.  The  coupon 
expired  December  31,  1989;  the 
stock  expires  July  1993. 

M.J.  Brown 

Doncaster 

Editor:  Scholl  say  this  was  a 
promotion  organised  exclusively 
for  Boots  before  Scholl  were 
responsible  for  the  brand  and 
stock  should  not  have  been  sold 
into  other  channels. 


umulative 
acetamol 


1  read  with  interest  the  report  in 
the  Chemist  &  Druggist  that  the 
joint  Formulary  Committee  is  to 
be  urged  to  ensure  that  all 
dispensed  preparations  containing 
paracetamol  carry  a  warning  label 
that  they  contain  paracetamol. 
The  concerns  about  multiple 
dosing  were  further  commented 
on  by  Xrayser  in  "Topical 
Reflections"  in  the  same  issue 
(May  11). 

Recent  research  by  Martin 
Hamblin  with  a  nationally 
representative  sample  of 
pharmacists  confirmed  that  when 
asked  to  advise  for  a  headache  the 
majority  would  recommend 
generic  paracetamol.  This 
continues  a  trend  which  has  been 
established  for  a  number  of  years. 
The  research  also  indicated  that 
there  was  an  increase  in  the 
number  of  customers  seeking 
advice  about  headaches  in  the 
pharmacy. 

Quite  often  headache  is  an 
accompanying  symptom  of  a  viral 
respiratory  condition  (eg  "flu"). 
It  would  seem  advisable  that  the 
profession  does  ensure  that  the 
sufferer  is  aware  of  the  additive 
effect  of  taking  a  series  of  different 


remedies  based  on  paracetamol, 
and  thus  aproaching  the  toxic  level 
as  occurred  in  the  unfortunate 
case  reported  in  December  1989. 
Alternative  treatments  could  also 
be  considered  in  this  context. 


CM.  Coke 

Director, 
Research 


Martin  Hamblin 


i 


Frustrated  prescribe)'  or 
suffering  patient? 


long 


Local  branches  organising  sesquicentenary  events  may  be  interested  in 
borrowing  a  set  of  18  x  14in  framed  prints  of 18th  century  pharmacies 
from  Rybar  Laboratories.  The  prints  were  commissioned  to  mark  the 
company 's  50th  anniversary.  They  are  also  available  to  pharmacists  who 
agree  to  a  modest  purchase  ofRBC  cream,  Opazimes  and/or  Vesagex 
cream .  Rybar  are  coupling  the  gift  project  with  competitions  for  counter 
staff 


INSIDE  EVERY 
CARDIOMAX  PEARLE 
BEATS  A  HEART 
OF  PURE  GOLD 


■  High  levels  of  garlic  in  the  diet  help 
maintain  a  healthy  heart  and  circulation. 

■  Cardiomax  pearles  are  the  most  potent 
in  the  Hotels  range. 

Hdfels  outsells  its  closest  competitor 
3  to  i* 

Cardiomax  national  prtess  and 
magazine  campaign  plus  heavyweight 
PR  will  build  on  Hdfels  success. 

j  Put  heart  into  Hotels  sales,  stock 
ICardiomax  to  reap  your  full  rewards. 
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Addicts  overcome  gel  filling 
to  abuse  temazepam 


Gel-filled  capsules  of  temazepam 
are  being  misused  by  addicts  who 
have  resorted  to  liquefying  the 
contents  by  heating  prior  to 
injection. 

Evidence  of  this  has  come  to 
the  attention  of  the  Advisory 
Council  on  the  Misuse  of  Drugs, 
according  to  chairman  Professor 
Grahame-Smith,  writing  to  the 
British  Medical  Journal. 

The  Council  is  concerned 
about  the  misuse  of  temazepam 
and  the  "significant  diversion  of 
temazepam  into  the  illicit  drug 
market."  It  has  brought  this 
abuse  to  the  attention  of  doctors  in 
the  hope  that  it  will  be  taken  into 
account  when  the  drug  is 
prescribed. 

Doctors  should  be  aware  of 
how  much  temazepam  is  being 
prescribed  to  a  patient  and  assess 
whether  a  new  request  for 
temazepam  is  in  good  faith,  says 
the  letter. 


Dr  J.  Drake,  medical  director 
at  Farmitalia  Carlo  Erba  told  C&D 
that  the  company  is  aware  of  some 
reported  abuse  of  these  capsules 
but  it  appeared  to  be  restricted 
only  to  the  most  determined  of 
misusers.  The  company  was 
constantly  reviewing  the 
situation,  he  said. 

The  introduction  of  gel-filled 
temazepam  had  substantially 
reduced  the  ease  with  which  the 
capsules'  contents  could  be 
injected,  said  Dr  Drake,  adding 
that  the  company  endorsed 
Professor  Grahame-Smith's 
prescribing  advice  to  doctors. 

"People  seem  to  be  able  to 
abuse  anything  if  they  set  their 
mind  to  it,"  said  Don  Barrett, 
director  of  corporate  affairs  at 
Wyeth  Laboratories.  If  doctors 
are  concerned  about  a  particular 
patient,  they  do  have  the  option  of 
prescribing  Wyeth 's  temazepam 
tablets,  he  said. 


Baby  powder  warning 


Doctors  have  warned  about  the 
dangers  of  babies  inhaling  talcum 
powder  and  suggest  that  baby 
powder  should  have  a  CRC. 

A  previously  healthy  12  week 
old  boy  suffered  from  severe 
respiratory  difficulties  after  baby 
powder  was  accidentally  spilt  on 
his  face  during  a  nappy  change. 
Despite  having  a  respiratory 
arrest,  the  baby  recovered, 
according  to  doctors  at 
Southampton  General  Hospital 
and  Odstock  Hospital,  Salisbury. 
Reporting  the  case  in  last  week's 
British  Medical  Journal,  they  say 
that  eight  deaths  have  been 
attributable  to  baby  powder 
inhalation  and  that  these  products 
account  for  up  to  1  per  cent  of  all 
calls  to  poison  centres  involving 
children  under  five. 

' ' Entertaining  or  distracting  a 


young  child  with  a  powder 
container  seems  to  be  especially 
hazardous,"  they  write. 

The  authors  believe  that 
health  workers  should  discourage 
routine  use  of  talcum  powder. 
Babies  can  be  dried  adequately 
with  a  warm,  absorbent  towel, 
paying  particular  attention  to  skin 
creases,  and  barrier  creams  are 
more  appropriate  for  the  nappy 
area.  Talcum  powder  may  have  a 
minor  role  as  a  drying  agent  in 
obese  infants  prone  to  chafing  at 
skin  folds. 

"There  is  little  dermatological 
evidence  for  using  non-medicated 
powders  in  routine  skin  care  of 
infants , ' '  they  add .  Only  one  of  the 
nine  commonly  available  brands  of 
baby  powder  in  Britain  carries 
what  the  doctors  believe  is 
appropriate  advice  and  warnings. 


Home  nebulisers:  examine 
doses  and  education 


Home  nebulisers  are  valuable  in 
treating  childhood  asthma 
although  doses  and  parental 
education  need  to  be  reappraised, 
says  a  report  in  the  British 
Medical  Journal  (May  18). 

Questionnaires  answered  by 
the  parents  of  107  child  asthmatics 
using  home  nebulisers  showed 
that  most  children  were  admitted 
to  hospital  less  often  and  their 
parents  thought  their  asthma  had 
improved  with  the  nebuliser. 


The  study  also  showed  an 
excessive  use  of  nebulised 
bronchodilators.  Side-effects 
were  reported  in  54  children. 

Parents'  theoretical 
responses  to  questions  relating  to 
acute  attacks  showed  that  almost 
a  fifth  would  have  reacted  in- 
appropriately delaying  medical 
help,  and  although  they  received 
verbal  instructions  for  the 
nebuliser,  these  were  not 
routinely  backed  up  in  writing. 


Evelyn  Adams,  manageress  of  J.  Burden  Pharmacy  in  Catrine, 
Ayrshire,  has  won  Ciba  Consumer  Pharmaceuticals '  Bradosol 
competition ,  driving  away  with  the  first  prize  of  a  new  Vauxhall  Astra. 
One  thousand  other  entrants  also  received  prizes  ranging  from  road 
atlases  to  Morphy  Richards  executive  travel  kits.  Evelyn  is  shown  here 
receiving  the  keys  for  her  prize  from  Jim  Flynn,  Ciba  regional  sales 
manager,  watched  by  territory  manager  Trevor  Donald  and  the 
pharmacy 's  owner.  Jack  Buntcn 


Eastbourne  stoma  day 


Local  pharmacists  had  a 
successful  day  at  a  stoma  care 
open  day  held  recently  at 
Eastbourne  General  Hospital. 

Messrs  W.  Howard  and  C. 
Siou  (pre-reg)  and  Mrs  V.  Taylor 
(branch  PRO)  manned  a  stand 
provided  for  the  Eastbourne 
Branch  of  the  Society,  advising 
patients  on  the  location  of  their 


nearest  pharmacy,  on  the 
dispensing  of  their  appliances  and 
on  pharmaceutical  matters  in 
general.  Attendance  was  greater 
than  expected,  helped,  no  doubt, 
by  a  buffet  and  refreshments. 
Patients  talked  openly  about  their 
difficulties  and  were  genuinely 
grateful  for  the  opportunity  to  air 
their  problems. 


YOU'VE  JUST 
PUT  YOUR 
FINGER  ON 
THE  NO.  1 
MANICURE 
RANGE. 


Murrays 
Manicure  and 
Beauty  accessories  are 
the  first  choice  of  retailers  all 
round  the  country.  And  no  wonder:  their 
bright,  attractive  packaging  ensures  they  move 
fast  off  the  displays,  and  they're  quality  products  from  the 
most  extensive  manicure  range  available.  Best  of  all  is  the 

price,  which  leaves  plenty  of 
room  for  a  very  attractive  profit 
All  backed  up  by  rapid  delivery, 
fast  service  and  a  name  you 
can  rely  on.  Call  the  number 
below  now  for  details 


FOR  FURTHER 
INFORMATION 
TELEPHONE  0703 
268444  NOW. 


Paul  Murray  ttd.  School  tone.  Chandlers  Ford,  Hants,  505  3YN 
Chandlers  Ford  (0703)  268444  Fax  (0703)  261946 
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Retail  sales  volumes  for  April 
remain  unchanged  from  a  year 
ago,  according  to  the  CBI/F7" 
Distributive  Trades  Survey. 

Nigel  Whittaker,  chairman  of 
the  C  Ill's  distributive  trades 
panel,  commented:  "The  boost  in 
High  Street  sales  reported  m 
March  has  not  continued.  Much  of 
the  March  rise  appears  to  have 
been  due  to  special  factors,  such 
as  the  early  Easter  and  the  rush  to 
buy  before  the  increase  in  VAT. 

While  the  downward  trend 
appears  to  be  levelling  off,  the 
recovery  suggested  by  last 
month's  Government  figures  has 
not  been  sustained,  he  said.  Retail 
sales  volumes  remain  firmly  on 
the  bottom. 

The  survey  notes  that  with 
demand  remaining  weak,  retailers 
are  continuing  to  cut  back  on 
orders  placed  with  suppliers. 
They  are  still  reporting  their  stock 
levels  as  too  high.  On  the 
wholesaling  front  sales  are 
expected  to  continue  to  decline. 

However  there  is  some 
optimism  for  the  future,  with 
retailers  expecting  an 
improvement  in  sales  for  May  and 
fewer  win  >lesalers  expecting  sales 
to  be  down  next  month. 

Nevertheless,  Mr  Whittaker 
is  cautious:  "This  survey  shows 
that  while  the  worst  of  the  decline 
in  the  High  Street  is  probably 
behind  us,  a  sustained  recovery 
may  still  be  some  way  off." 
•  "Central  Statistical  Office 
provisional  figures  for  April's 
retail  sales  volume  give  a 
seasonally  adjusted  index  of  118.5 
(1985=  100),  well  below  the 
March  figure,  and  little  different 
from  the  levels  recorded  in 
January  and  February.  An 
estimate  of  April  retail  sales  value 
gives  a  figure  5  per  cent  up  on 
April  1990  —  the  same  as  lor  the 
first  three  months  of  the  year. 

The  RIM  rose  1  per  cent  in 
April  to  133.1  (1987  =  100),  a  rise 
of  6.4  per  cent  on  a  year  ago.  The 
Tax  and  Price  Index,  which 
measures  the  change  in  gross 
income  needed  for  taxpayers  to 
maintain  their  purchasing  power, 
is  up 6.1  percent  on  the  year. 


NCC  post  solid  profit 


National  Co-operative  Chemists 
have  announced  a  25  per  cent 
increase  in  profits  on  turnover  up 
from £47.5  million  to  £55. 6m.  The 
Co-operative  has  transferred 
£1 .44m  to  its  reserves. 

Profits  for  the  retail  co- 
operative societv  jumped  from 
£2. 26m  to  £2. 81m  "despite  the 
Department  of  Health's  policy  of 
attrition  on  NHS  income  and  the 
competitive  retailing  environ- 
ment," NCC's  chairman  U.S. 
Todner  comments  in  the  annual 
report.  The  number  of  NCC  out- 
lets rose  from  166  to  178  in  1990. 

"During  the  important 
Christmas  trading  period  sales 
were   particularly   difficult  to 


achieve,  with  many  of  our 
competitors  reporting  de- 
creases," says  the  report.  NCC 
managed  a  6  per  cent  increase  in 
sales  in  this  period,  a  relative 
success  they  attribute  to  the 
introduction  of  extended  seasonal 
stock  ranges. 

The  society's  income  from 
NHS  sales  rose  by  over  16  per 
cent  through  the  dispensing  of 
some  5.1  million  prescriptions,  up 
1 1  per  cent  on  the  previous  year. 

The  board  recommended  an 
interest  in  share  investment  of 
12.5  per  cent  for  the  sixth 
consecutive  year,  representing  a 
payment  to  members  of 
£265,000. 


Proposed  EC  ingredient 
listing  a  minefield 


While  the  EC  Cosmetic  Directive 
has  much  in  it  that  is  acceptable, 
the  proposed  ingredient  directory 
is  potentially  cumbersome, 
bureaucratic  and  restrictive,  says 
Richard  Bradley,  the  new 
chairman  of  the  Cosmetic, 
Toiletry  and  Perfumery 
Association. 

"However,  the  repertory  of 
all  ingredients  in  use  in  our 
industry  could  be  drawn  up,  ideally 
by  industry.  Then,  when 
ingredient  labelling  comes,  as  it 
surely  will,  it  will  be  practical, 
transparent  and  give  useful 
information  both  to 
dermatologists  and  the  public," 
he  said. 

Mr  Bradley  paid  tribute  to 
those  in  the  various  Government 
departments  who  had  patiently 
negotiated  in  Brussels  on  the 
Cosmetic  Directive  —  the  sixth 
amendment  was  now  published 
and  in  the  European  parliamentary 
"mincing  machine"  before  going 
back  to  the  Commission.  And  on 
other  legislation  "we  know  that 
the  UK  delegates  are  held  in  high 
regard,"  he  said. 

Responding  to  Mr  Bradley's 
toast  to  the  guests  at  the  CTPA 
annual  dinner,  Sir  Timothy 
Raison,  MP,  chairman  of  the 


CTPA  chairman,  Richard  Bradley 

Advertising  Standards  Authority, 
said  the  industry  had  a  good 
record  in  the  self-regulation  of 
advertisements.  But  he  warned: 
"You  need  to  establish  claims 
before  the  advertisement  is 
published,  not  publish  and  hope  for 
the  best." 

In  the  past,  self-regulation  had 
proved  the  best  route  for  industry 
and  the  public.  It  was  cheap  for  the 
complainant  and  reasonably  quick 
to  adminster,  particularly  when 
the  ASA  administered  it  with 
' '  substantial  commonsense" . 

Mr  Raison  said  it  had  now  been 
established  in  Europe  that  self- 
regulation,  rather  than  legal 
restriction,  was  an  acceptable  way 
of  regulating  advertising. 


Region  takes 
specials  unit 

Mandeville  Medicines,  a 
production  unit  based  at  Stoke 
Mandeville  Hospital,  is  being 
taken  over  by  Oxford  Regional 
Services  Consortium. 

The  purpose-built  unit,  which 
opened  in  1985,  makes  medicines 
lor  local  hospitals,  specials  for 
community  pharmacies,  and 
performs  subcontract  work  for 
large  companies.  It  expects  to 
produce  medicines  worth 
£250,000  in  1991,  with  a  quarter 
of  sales  going  outside  the  NHS. 

ORSC  takes  over  Manmed 
from  Aylesbury  Vale  Health 
Authority  on  June  1 .  Ian  Harrison, 
Oxford  regional  pharmaceutical 
officer,  says:  "The  Manmed 
business  fits  in  well  with  the 
consortium's  objective  of 
providing  quality  services  at  value 
for  money  prices  to  the  NHS  and 
other  clients." 

Ruth  Dolton,  business  and 
technical  services  manager, 
Oxford  Regional  Pharmacy 
Services,  one  of  the  consortium 
businesses,  will  manage  the  ten- 
staff  unit  for  the  first  six  months. 

Manmed  is  believed  to  be  the 
first  NHS  hospital  manufacturing 
unit  to  be  granted  an  MCA 
"Specials"  Licence,  and  to  have 
a  Type  1  Drug  Master  File 
registered  with  the  FDA,  enabling 
it  to  work  for  US  manufacturers 
who  do  not  have  any 
representation  in  the  UK. 

Bayer 
agreement 

Bayer  UK  Ltd  and  Warner 
Lambert  Healthcare  have  reached 
an  agreement  whereby  there  will 
be  "improved  arrangements"  for 
the  sale  and  distribution  of 
Bayer's  self-medication  products. 

From  July  1,  Warner  Lambert 
will  be  responsible  for  the  sales 
support,  ordering  and  distribution 
of  Alka-Seltzer,  Bayer  Aspirin  and 
Actron.  Orders  for  Lasonil 
ointment  should  be  directed  to 
Bayer  in  Newbury. 
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Jardine  cut 
loan  rates 

Improved  terms  on  business  loans 
have  been  introduced  by 
Pharmoney,  the  financial  advisory 
service  for  NPA  members. 

The  principal  improvement  is 
a  0.5  per  cent  cut  in  interest  rates; 
loans  are  now  available  at  1 .25  per 
cent  above  base  rate.  In  addition, 
the  unsecured  loan  limit  has  been 
increased  by  £100. 000  to 
£250,000  for  individual  members. 

The  new  terms  are  available 
immediately  to  pharmacists 
looking  to  purchase  or  expand 
their  businesses;  existing  loans 
may  also  be  refinanced  under  the 
improved  terms. 

The  scheme  is  said  to  give 
pharmacists  complete 
independence  ,  since  there  are  no 
recall  clauses  and  no  personal 
guarantees  are  required.  Jardine 
Financial  Consultants.  Tel:  0483 
740090. 


Hadley  Hutt 
go  multi-user 

Hadley  Hutt  have  developed  a 
multi-user  computer  system 
which  allows  the  same  drug  to  be 
dispensed  against  more  than  one 
prescription  at  the  same  time. 

Existing  multi-user  systems 
access  one  hard  disk,  says  Mike 
Hadley.  This  system  comprises 
two  separate,  stand-alone 
systems  linked  together.  If  two 
prescriptions  for  the  same  drug 
require  dispensing  at  the  same 
time,  both  terminals  can  access 
the  drug  entry  and  update  the 
stock  level,  he  says. 

The  other  advantage  is  that  in 
the  event  of  a  hard  disk  problem 
only  one  terminal  will  be  affected; 
the  other  can  function 
independently. 

The  Sumitomo  Corporation  is  to  be  the 

agent  in  Japan  for  the  Strathclyde 
Institute  for  Drug  Research. 
ICI  have  granted  Mochida 
Pharmaceutical  Co  the  rights  to 
develop  and  market  the  anti-fungal 
D0870  in  Japan. 


Freddie  Truemun  (left)  and  councillor  Eric  Waight  joined  chairman  of 
Nielsen  UK  Mike  Gorton  at  the  opening  of  the  first  regional  office  for  the 
market  research  organisation  at  Harrogate 


NAPD  hears  that  hospil 
market  is  opening  up 


Supplying  drugs  to  hospitals  is 
becoming  an  increasingly  open 
market  with  greater  opportunities 
for  regional  wholesalers,  while 
hospital  plans  to  act  as  short-line 
wholesalers  look  to  be  coming  to 
nothing. 

These  are  two  of  the  themes 
which  emerged  from  the  1991 
National  Association  of 
Pharmaceutical  Distributors' 
annual  general  meeting  last  week. 

"Wholesalers  reported  that 
hospitals  are  approaching  them  to 
take  on  hospital  business," 
NAPD  director  Michael  Watts 
told  C&D.  "AAH  have  dominated 
this  market  until  now  but  the 
regionals  are  coming  into  it  more 
and  more.  They  are  on  the  spot 
and  can  provide  necessary 
emergency  services.  We  have 
even  had  reports  of  wholesalers 
delivering  down  to  ward  level." 

Hospitals  are  realising  that  for 
intermediate  store  and 
distribution  systems  regional 
wholesalers  can  do  this  more 


cheaply  for  them,  he  said. 

The  contentious  possibility  of 
hospitals  short-lining  appears  to 
have  been  scotched,  the  AGM 
heard.  Hospital  managers,  keen 
to  push  down  costs  and  make 
money  where  they  could,  were 
suggesting  buying  ethicals  at 
hospital  contract  prices  and  selling 
them  to  retailers  at  prices 
wholesalers  could  not  buy  the 
products  lor. 

However,  strong  opposition 
from  NAPD,  the  manufacturers 
and  the  Government  may  have 
combined  to  nip  the  prospect  in 
the  bud.  "The1  Government  has 
put  out  guidelines  saying  'don't  do 
it'  and  it  looks  as  if  the  plan  has 
died  the  death,"  said  Mr  Watts 
optimistically. 

The  AGM  also  heard  about 
progress  on  discussions  with  the 
Government  on  the  problem  of 
short-line  wholesaling  and  self- 
distribution,  regarded  by  the 
NAPD  as  unfair  on  full-line 
wholesalers. 


Limerick-based  Accudrop  Euro  Ltd  are 

looking  for  European  partners  to 
market  a  US-made  cigarette  filter 
solution  which,  it  is  claimed,  traps 
95  per  cent  of  tar  and  nicotine 
when  added  to  a  cigarette  filter. 
Accudrop  contains  corn  syrup 
solids,  citric  acid,  sodium 
benzoate  and  potassium  sorbate. 
One  0.5fl  oz  bottle  —  sold  for  the 
past  six  months  in  the  Irish 
Republic  for  Ir£4.99  —  is  said  to 
filter  230  cigarettes.  Accudrop 
Euro  Ltd.  Tel:  +353-61-311019. 
Bambo  Ltd  have  changed  their  name 
to  Ontex  Ltd,  with  effect  from 
May  15.  Parent  company  Vadebo 
NV  have  linked  the  UK  arm  with 
another  subsidiary,  Ontex  NV  of 
Belgium,  which  they  say  should 
result  in  growth  of  the  UK 


company's  feminine  hygiene  and 
incontinence  product  ranges.  The 
group  now  has  plants  in  the  UK, 
Belgium,  Holland,  Germany  and 
the  US. 

London  International  Group  have 
announced  a  joint  agreement  with 
Royal  Industries  Thailand  to 
manufacture  and  distribute 
condoms  in  Thailand  and  the 
Pacific. 

Polysystems  Ltd  have  changed  their 
name  to  Scherer  DDS  Ltd.  The 
nature  of  the  business  remains  the 
same;  the  development  and 
commercialisation  of  the  Pulsin- 
cap  pulse-released  dosage  form. 
Correspondence  should  be  ad- 
dressed to  Scherer  DDS,  9  South 
Avenue,  Clvdebank  Business 
Park,  Clvdebank  G81  2NR. 


■KiiliiMUilliiflH 

Merseyside 
weekend 
course 

A  weekend  course  on  pharmacist- 
patient  communication  has  been 
arranged  for  pharmacists  m  the 
Mersey  region. 

The  course,  which  can  be 
residential  or  non-residential,  will 
be  held  at  Burton  Manor  from 
June  7-9.  It  combines  theory, 
analysis  of  video  exemplars,  and 
role  play  with  closed-circuit 
television.  Details  are  available 
from  Mrs  P.E.  Jones,  weekends 
and  weekdays  after  7pm,  on 
07048  77140.' 

Advance  information 

"Endometriosis  in  the  1990s". 

Workshop  to  be  held  at  the  Royal 
College  of  Physicians,  London  on  May 
30-31.  Details  from  Elizabeth  Heron- 
Anstead  on  071-490  5533. 

Royal  Pharmaceutical  Society. 

Pharmaceutical  pre-formulation" 
residential  course  at  Avon  Gorge 
Hotel,  Bristol,  June  4-5.  Details  from 
DrJ.  Clements  on  071-735  9141  ext 
289. 

The  Filtration  Society.  "COSHH 
-  18  months  on"  at  the  Warren 
Springs  Laboratory,  Stevenage,  June 
5.  Fees,  £50  (members)  and  £75  (non- 
members).  Details  from  the  secretary 
<.n0403  57594. 

National  Association  of  Women 
Pharmacists.  "Prescribing  in 
primary  care"  study  day  in  conjunction 
with  the  Medical  Women's  Federation 
at  Birmingham  Medical  Institute. 
Edgbaston  on  June  6.  Cost  approx 
£20.  Details  from  Lady  Constance 
Perrison  021-449  2652. 

IBC  Technical  Services.  "Anti- 
fungal drugs"  technical  conference  in 
London.  June  6-7.  Details  from 
Catherine  Barrett  on  071-236  4080. 

Oxford  Regional  Health 
Authority.  "It  ain't  what  you  say,  it's 
the  way  that  you  say  it"  rescheduled 
course  at  Linton  Lodge  Hotel,  Oxford 
on  fune  9.  Details  from  Claire 
Anderson  on  0865  742277  ext  271 77. 

Phi  92.  "Europe  divided  in  sickness 
and  in  health"inaugural  conference  at 
the  Interalpen  Hotel  Tyrol,  Buchen, 
Austria  on  June  9-11.  Details  from  Bob 
Pernn  on  0705  827681  ext  75125. 
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A  background 
in  medical  sales 
or 

Join  our  sales  team 

A  highly  successful  subsidiary  of  Rhone-Poulenc  Rorer,  one  of  the  world's  leading 
pharmaceutical  companies,  we  market  a  wide  range  of  medical  products  to  retail  and  wholesale 
pharmacies  throughout  the  UK. 

The  credit  for  our  progressive  and  dynamic  sales  growth  during  the  1980s  is  largely 
attributable  to  the  quality  professionalism  and  commitment  of  the  sales  teams  which  are  highly 
respected  within  the  marketplace. 

A  commitment  to  accelerating  the  current  rate  of  sales  growth,  combined  with  internal 
promotions,  creates  opportunities  for  two  young,  ambitious  people  to  join  us  in  either  the  Avon  or 
Warwickshire  areas  and  assume  profit  responsibility  for  individual  territories. 

Probably  aged  between  21  and  38,  you  could  either  be  an  experienced  sales  professional 
with  a  proven  track  record  in  chemist  sales,  ethical  pharmaceuticals  or  FMCG  or  you  should  have 
a  science  or  paramedical  background  and  be  keen  to  move  across  into  a  sales  role. 

Whatever  your  background,  you  can  be  sure  of  excellent  rewards  including  a  first-class 
basic  salary  and  bonus  scheme,  extensive  training,  car  and  major  company  benefits. 

If  you  fit  this  profile,  telephone  Tom  Delahoyde  or  Colin  Evans  on  0274  606974  or  write 
with  full  cv,  in  complete  confidence,  to  APS/Berk,  Water  Street,  Off  Towngate,  Wyke,  Bradford, 
West  Yorkshire  BD12  9AF. 

Interviews  will  be  held  locally  and  induction  training  will  begin  during  June  1991. 


(tP*  RHONE-POULENC  RORER 


LABELLING  SYSTEMS 


JU4 

Just  a  few  of  the 
I  hundreds  of  places 
rahere  the  Alchemist 
2090  PMR  system  is 

pointing  the  way  to 

success- 


Telephone 
(0772} 622839 
Fax  622879 


Barrhead 

Newtonmearns 

Farnworlh 

Covenl  Garden 

Darwen 

Sheplon  Mallet 

Willesden  Green 

Edgeley 

Luton 

Clydebank 

New  Cross 

Northwich 

Newcastle 

Blackpool 

Wilhington 

Newcastle  (Stat ts ) 

Bury 

Norlhwood 
Thumby 
Glossop 
Dagenham 


Hudderstield 

Preston 

Paisley 

Leigh 

Southall 

Pyrlord 

Walsall 

Skegness 

Liverpool 

Woking 

Longsight 

Atherton 

Stalybridge 

Glasgow 

Blackburn 

Rotherham 

Eastham 

Brighouse 

Shoreham 

Barlinnia 

Bootle 


Gosporl 

London  E2.  etc 

Birmingham 

St  Helens 

Halifax 

Orpington 

Sudbury 

Edgeware 

Alsager 

Burnley 

Torquay 

Newport 

Aberdeen 

Winchester 

Ipswich 

Stockport 

Saltley 

Isle  of  Wight 

Peterborough 

Bargoed 

Erskine 


Suppliers  of  over  4500  systems 
to  the  Profession  since  iggjj 

I Send  lor  your  FREE  videotape  on  our  I  I  Every  JRC  system  carries  a  2-month  I 
|      EPOS  or  PMR  systems  today'       J  |        money  bach  Guarantee!  | 

other  system  comes  remotely  near! 


SYSTEMS 


PRESTON  F*F»S  6BF 
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PHARMACEUTICAL  LOCUMS 

±  1  i         ■  ■     ■  ■  ■  ■■     •■  ■  V-  ■  •  :   ■■  '  


£2 9-50*  per  week 
could  save  your  business. 

This  is  the  affordable  cost  of  Pharmac  y  s  foremost  EPoS  system 
from  Fairscan,  that  could  save  you  lost  profit 
m|  mh^b  save  you  Overbuying 


LOCUMS 


T  ,T  f  ft  ft 

MwMm 


5  "0  318  85"0  095 


BUSINESS 

MASTER 


»Thbt  cost  is  fori  single  till  pharmacy,  oyer 
five  years  using  the  Fairscan  Rental  Plan.- 
Subject  to  Status.  \- 
Other  options  will  vary  this  figure. 


save  you  lost  sales 
save  you  loss  from  theft, 
save  you  overinvesting  in  stock 
In  fact  could  save  you  more  than  it 
costs!  Fairscan  Business  Master  EPoS 
systems  can  now  supply  the  answer 
whether  you  are  a  small  indepen- 
dent pharmacy  or  multiple  group: 
There's  no  better  time  to  save  your 
business. . .  contact 
Fairscan  on  0703  283222 

14a  High  St.  Lyndhurst  Hants  S043  7BD 


A  WELCOME 
SIGN  OF  RELIEF 


•ESTABLISHED  & 

RELIABLE 
•SHORT  AND  LONG 

TERM  ASSIGNMENTS 
•EVERY  AREA 
•CALL  FREE 


0800«26*20«43 


SHOPFITTINGS 


STOCK  FOR  SALE 


URIMPHARM  LTD 


OUR  EEC  IMPORTED  PHARMACEUTICALS 

★  CAREFULLY  SELECTED  RANGE  OF  PRODUCTS 

★  PRODUCT  LIABILITY  INSURANCE 

ik  0UR0WN 'EEC  QUALIFIED  PERSON  TO 
SUPERVISE  QUALITY  CONTROL 

★  DISTRIBUTION  THROUGHOUT  UK  incl.  N.  IRELAND 

★  ONE  OF  THE  LARGEST  PURCHASERS  OF  Pi's  IN 
EUROPE 

★  HELPFUL  ADVICE  GIVEN  TO  UPDATE  THE 
PHARMACIST 

★  COMPETITIVE  PRICES  AND  REGULAR  MONTHLY 
OFFERS 

★  MEMBEROF THE  ASSOCIATION  OF 
PHARMACEUTICAL  IMPORTERS 


^URIMPHARM 


UNIT  A6, 83  COPERS  COPE  ROAD,  BECKENHAM,  KENT,  BR3 1NR. 
TEL:  081-658  2255;  TELEX:  263832;  FAX:  081-658  8680 


EXDRUM 

_STOREFITTERS_J 


0626  •  834077 

COMPREHENSIVE  DESIGN,  MANUFACTURE  AND 
INSTALLATION  SERVICE  FOR  THE  RETAIL  PHARMACY 

KING  CHARLES  BUSINESS  PARK,  OLD  NEWTON  ROAD,  HEATHFIELD,  DEVON.7Q126UT 


874095 
874096 


SHOPFITTING 
and  DESIGN 

SPECIALISTS  IN  DESIGN, 
MANUFACTURE  AND 
INSTALLATION  OF 
SHOPFITTINGS  AND 
DISPENSARY  UNITS 
FORTHE  RETAIL 
PHARMACIST 


UNIT  1  COVENTRY  FARM  ESTATE,  NEWTON  ROAD,  TORQUAY,  DEVON  TQ2  7HX 


STOCK  WANTED 


MILCO  ENTERPRISES  st  8„ 

Increase  your  P.O.R.  Buy  Perfumes  and  Aftershaves 
from  MILCO.  NATIONWIDE  DELIVERY. 


For  comprehensive  list 
Tel:  081-905  7005 
Fax:081-952  2336 


1  Cinema  Parade 
Manor  Park  Crescent 
EDGWARE,  Middx  HA8  7LT. 


URGENT 

BEAUTY,  HAIR  &  BATH  PRODUCTS 
REQUIRED  FOR  IMMEDIATE  CASH. 
LIQUIDATION  OR  OTHERWISE  IF  THE 
PRICE  ISRIGHT. 

TEL:  A.  ABRAHAM  0222/483498. 
FAX:  0222/495739 
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Charfe'  . 


"Builder  of  iges"  Professor 
Geoff  Booth  has  been  awarded  the 
Royal  Pharmaceutical  Society's 
33rd  Charter  Gold  Medal  by 
president  Linda  Stone  for  both  his 
outstanding  service  to  the  Society 
and  lor  promoting  the  interests  of 
pharmacy. 

Professor  Booth  has  wide 
experience  in  community  practice 
and  was  a  proprietor  pharmacist 
before  commencing  his  academic 
career  in  what  was  then  the  newly 
developing  area  of  pharmacy 
practice. 

' '  Professor  Booth  has  always 
maintained  his  close  links  with 
community  pharmacy  as  a 
member  of  the  Bradford  FPC  and 
now  the  Family  Health  Services 
Authority,"  said  Mrs  Stone. 

He  was  elected  to  the  Council 
in  1978  and  served  a  two-year 
term  as  president.  He  is  a 
member  of  the  Committee  on 
Safety  of  Medicines  and  currently 
serves  as  the  chairman  of  the  UK 
Inter-Professional  Group,  the 
organisation  which  brings 
together  the  liberal  professions  in 
this  country. 

Mrs  Stone  said:  "It  must  have 


Prof.  Geoff  Booth 


been  with  a  special  sense  of 
achievement  that  you  accepted 
your  appointment  as  the  first  ever 
professor  of  pharmacy  practice  in 
this  country.  With  the  support  of 
an  small  team  at  Bradford,  you 
pioneered  the  path  for  the 
establishment  of  pharmacy 
practice  as  one  of  the  main 
disciplines  in  pharmacy  education 
in  Great  Britain." 

Mr  Terence  Turner  —  "an 
academic  pharmacist  who  has 
served  his  profession 
magnificently  and  who  has  a 
special  niche  in  the  science  and 
practice  of  pharmacy"  —  received 
the  Silver  Medal  from  Mrs  Stone. 


Terence  Turner 


The  president  said  Mr  Turner, 
senior  tutor  for  the  University  of 
Wales,  College  of  Cardiff,  course 
on  the  history  and  philosophy  of 
pharmacy,  had  been  a  member  of 
the  Welsh  Executive  since  its 
formation  in  1976,  and  was 
chairman  in  1980-81.  His 
contributions  to  the  study  of 
pharmaceutical  history  have  been 
widely  acclaimed. 

Mr  Turner  has  published  many 
papers  on  his  special  area  of 
expertise,  wound  management, 
and  in  1969  initiated  the  first 
quality  control  and  evaluation 
programme  of  wound 
management  products  in  the  UK. 

Pharmacy 
pack 

If  you  are  a  pharmacist  planning  a 
break  in  your  career,  or  are 
wanting  to  change  its  direction,  or 
if  you  are  a  student  who  wants  to 
assess  the  options  then  a  National 
Association  of  Women 
Pharmacists  150th  anniversary 
information  pack  could  be  for  you. 

Mail  out  will  begin  almost 
immediately:  cheques  for  £1.50 
towards  postage  and  packing 
made  payable  to  the  NAWP 
Project  Fund  should  be  sent  to 
Women  in  Pharmacy  Pack,  PO 
Box  900,  Slough  SL1  4LR, 
together  with  your  name,  address 
and  status. 


Vichy  training 
changes 

Vichy  have  announced  a  new 
consultant  and  training  structure. 

Consultant  and  training 
manager  Pat  McDevitt  is 
responsible  for  organising  the 
training  of  Vichy  skincare 
consultants  from  independent  and 
multiple  pharmacies  and  for 
recruiting,  organising  the  training 
and  managing  Vichy  consultants  in 
Boots. 

Consultant  trainers  Rachel 
Cooper  and  Tonia  Hawkins 
conduct  the  two-day  Vichy 
training  courses  covering  product 
knowledge,  merchandising  and 
sales  techniques.  All  three  are 
fully  qualified  beauty  therapists. 

For  further  information  on 
Vichy  training  courses  contact  Pat 
McDevitt  on  0235  526747. 


APPOINTMENTS 


R.P.  Scherer  have  announced  the 
appointment  of  Jon  Watts  as 
business  manager  of 
pharmaceuticals.  Mr  Watts  began 
his  career  at  Astra 
Pharmaceuticals  and  was 
previously  business  manager  at 
Becton  Dickinson  Pharmaceutical 
Systems. 

Vitalograph  Ltd  have  appointed  John 
Dyson  as  national  sales  manager 
for  the  UK,  responsible  for  both 
the  sales  and  service  operation. 
Mr  Dyson,  previously  sales 
manager  with  Organon  Teknica 
and  C.R.  Bard,  also  has 
responsibility  for  the  company's 
major  UK  companies. 
Booker  Nutritional  Products  have 
appointed  Michael  Evans  as 
managing  director.  He  replaces 
Denis  Bowley  who  will  be  leaving 
to  take  up  the  position  of  managing 
director  at  Associated  Fisheries 
pic.  Since  joining  the  company  in 
1979,  Mr  Evans  has  held  a 
number  of  senior  positions  within 
BNP,  most  recently  as  director  of 
operations  and  general  manager  of 
Allinson.  Richard  Sizeland 
replaces  him  as  director  of 
operations. 


Sterling-Winthrop  Ireland's  1990  chemist  promotion  competition,  which 
ran  from  August  to  December,  attracted  entries  from  all  over  Ireland. 
Major  prizes  were  holidays  in  the  Bahamas,  Lanzarote,  Paris  and 
Ashford  Castle.  Pictured  are  Mr  and  Mrs  Malachy  Falls  (centre)  of 
Falls'  Chemist,  Cookstown,  receiving  their  prize  from  George  Butler, 
Sterling  Health's  sales  controller  (left)  and  Peter  Dixon,  Northern 
Ireland  area  representative 
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Everything 


OFFERS  AVAILABLE 
28.5.91  TILL  14.6.91 

ALL  OFFERS  SUBJECT 
TO  AVAILABILITY  & 
VAT  WHERE  APPLICABLE. 

NOT  AVAILABLE  AT 
OUR  STAINES  BRANCH  - 
WHOLESALERS  NOT  SUPPLIED. 


NURDlN  ePeACOCK 

T^tbUJl  Services 


FOR  FURTHER 
DETAILS 
CONTACT 
FREEFONE 

0800  181349 


New  research  update 


Chewing  stimulates  saliva 
to  aid  remineralisation 


Ca++  PO< 


Ca++  PO< 


Ca++  P04 


Remineralisation  -  Net  inflow  of  Ca'+  PCh  ~  into  the  enam 


Ca++  PO< 


Ca++  PO4 


Ca++  PO< 


Demineralisation  -  Net  outflow  of  Cat+  PCV"  from  the  enam 


After  eating,  elevated  acid  exposure  can  cause  an 
outflow  of  calcium  and  phosphate  from  the  tooth  enamel, 
which  may  lead  to  demineralisation  and  decay.  It  is  well 
documented  that  saliva  has  an  important  role  to  play  in 
helping  to  prevent  this  process. 12  3  A  recently  published 
study  demonstrated  that  the  chewing  of  sugar-free  gum 
for  20  minutes  after  eating  stimulates  saliva  to  promote 
remineralisation  of  experimental  caries-like  lesions.4 

Now  a  new  research  study  using  experimental  caries-like 
lesions  has  shown  that  the  chewing  of  sucrose-sweetened 
gum  for  20  minutes  after  meals  and  snacks  significantly 
increased  the  mineral  content  of  the  lesions,  compared 
to  when  gum  was  not  chewed.-1 


While  research  on  sucrose-sweetened  gum  continues, 
you  can  recommend  with  confidence  the  chewing  of 
sugar-free  gum  for  20  minutes  after  eating  to  help  your 
patients  in  the  fight  against  tooth  decay. 

So  consider  Wrigley's  Extra  and  Orbit  sugar-free  gums  as 
valuable  adjuncts  to  thorough  brushing  with  fluoride 
toothpaste,  a  sensible  diet  and  regular  check-ups  in 
maintaining  good  dental  health. 


WRIGLEY 

DENTAL  PROGRAMMES 


The  Wngley  Company  Lid,  Estover,  Plymouth,  Devon.  PL6  7PR 


References  I  JADA,  1988,  116,  757-759,  2  Gen  Dent  Pract ,  1989,  July/Aug.  3.  Dental  Update  Supplement.  1989,  3-15,  4  J  Dent  Res  ,1989,  68(6),  1064-1068, 
5.  IADR.  1990,  Cincinnati,  Abstr  1217 
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FOCUS  0N...HAY  FEVER  AND  ALLERGIES 


Liverpool  community  pharmacist  Jeremy  Clitherow's  seasonal  look  at  the  Spring-time  menace 
that  causes  many  customers  to  reach  for  the  antihistamines 
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HAVE  YOU  GOT  ANYTHING  F0R...ACNE? 


Michael  Maladie  is  back  in  the  pharmacy  this  week,  and  this  time  he  is  asking  for  advice  about 
an  outbreak  of  a  problem  that  concerns  many  teenagers  —  spots 
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EYE  CARE:  WHAT  ADVICE  CAN  YOU  GIVE? 


Sight  is  a  precious  commodity  and  not  one  to  be  tackled  without  expert  knowledge.  We  explain 
why  you  should  think  twice  before  recommending  eye  treatments 
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INDIGESTION  AND  THE  ROLE  OF  THE  ASSISTANT 


Read  our  Over  the  Counter  guide  to  all  things  gastric,  and  find  out  how  to  read  the  clues  that 
mean  simple  indigestion. . .  or  something  more  sinister 
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KEEP  YOUR  COOL  AS  TEMPERATURES  SOAR 


This  month's  Beauty  Basics  feature  looks  at  the  role  of  antiperspirants  and  deodorants  in 
today's  freshness  conscious  society 


24 


NEW  SERIES:  THE  BASICS  OF  MERCHANDISING 


Designer  Beverly  Fuller  launches  a  new  series  on  merchandising  techniques  by  going  back  to 
first  principles  —  what  is  merchandising  and  how  does  it  work? 
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£250  to  be  won 

£25  prizes  will  go  to  the  senders  of  the  first  ten  correct 
entries  opened  after  the  closing  date 

In  this  Wordsearch  competition,  find  the  21  listed  medicine 
manufacturers  in  the  square.  Then,  reading  from  top  to  bottom,  left 
to  right,  the  names  of  five  over  the  counter  medicine  brands  recently 
in  the  news  will  be  spelled  out.  Write  these  five  brands  on  a  piece  of 
paper  or  a  postcard,  add  your  name  and  pharmacy  address  and  send 
it  to  the  address  below.  Entrants  must  be  assistants  employed  in  a 
registered  pharmacy  for  a  minimum  of  six  hours  in  a  normal  week. 
Only  one  entry  is  allowed  from  any  one  person.  The  answers  and 
names  of  the  winners  will  appear  in  the  next  issue  of  Over  the 
Counter. 


Closing  date  for  entries:  Monday,  May  13 

Send  completed  answers  to:  Wordsearch  No  12  Over  the  Counter,  Chemist  & 
Druggist,  Benn  House,  Sovereign  Way,  Tonbridge,  Kent  TN9  1RW. 


Last  month's  winners 

Miss  M  Humphrey  D.K.  Chauhan,  30  Catherine  Street,  St  Albans,  Herts  Annette 
Rodgers  Boots  The  Chemist,  31  The  Mall,  Bexleyheath,  Kent  Miss  L  Tompsett 
Boots  The  Chemist,  50-51  Market  Place,  Wantage,  Oxon  Dolores  0'Hare  F.J. 
Murray  Chemist,  465  Ormeau  Road,  Belfast  Denise  Cullwick  GK  Chemists,  72 
Hendford,  Yeovil,  Somerset  Suzanne  Kershaw  Boots  The  Chemist,  1  Town 
Square,  Oldham,  Lanes  Helen  Clarke  A  Fozards  Chemist,  627  Foxhall  Road, 
Ipswich,  Suffolk  Mrs  C  Brough  Stancliffe  Chemist  Ltd,  20  The  Green,  Idle, 
Bradford  Mrs  B  H  Dove  Wally  Dove  Chemist,  18  High  Street,  Newport,  Isle  of 
Wight  Julie  Wright  G  W  Taylor  Ltd,  40  Nottingham  Road,  Ilkeston,  Derbyshire. 
The  word  was  "dispensary". 
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FOCUS  ON  HAYFEVER  AND  ALLERGIES 


At  the  start  of  the  | 
Clitherow  looks  at  the  cause  of  Sprin 


Each  year  the  advent  •>*  Spring  heralds  an 
explosion  of  brilliantly  <  low  ed  and  perfumed 
flowers,  the  sprouting  •  if  lush  green  grass,  the 
spontaneous  arm  ai  of  i  he  pollinating  insects, 
and,  for  pharmacies,  a  deluge  of  mailshots 
from  the  various  manufacturers  of 
antihistamines. 

Everyone  is  familiar  with  nettle  rash,  also 
known  as  urticaria  or  hives.  The  symptoms 
are  the  lumps,  bumps,  wheals  and  intense 
irritation,  the  classic  reaction  caused  by  a 
specific  allergy-producing  substance,  an 
allergen.  The  response  is  caused  by  the 
release  of  histamine  in  the  skin. 

When  nettles  brush  on  arms  and  legs  the 
result  is  discomfort,  but  little  else.  But  what 
happens  if  an  allergen  is  inhaled  and  triggers 
the  same  inflammatory  response  in  the  lungs 
or  the  nasal  passages?  Allergic  asthma  or  an 
inflammation  of  the  nasal  passages  known  as 
rhinitis  may  ensue.  And  the  sensitive  epithelial 
membranes  of  the  eyes  are  vulnerable  to 
attack  by  aerial  allergens,  producing  the  livid 
itchy  eyes  so  typical  of  Spring  and  Summer. 


May  fever 


The  correct  term  for  hay  fever  is  seasonal 
allergic  rhinitis.  It  is  neither  a  fever,  nor  is  it 
caused  by  hay,  but  is  an  allergic  response 
brought  about  in  a  sensitised  individual  by  the 
action  of  a  specific  allergen.  This  may  be 
pollen,  dust,  mould oramixture ofallorsome 
of  them.  On  the  first  encounter  with  the 
allergen,  or  challenge  as  it  is  medically  known, 
cells  in  the  blood  plasma  are  stimulated  to 
release  a  chemical  called  immunoglobulin  E  in 
large  quantities.  This  attaches  itself  to 
receptors  in  histamine-containing  mast  cells 
which  can  then  be  thought  of  as  "charged"  or 
in  a  '  'primed"  state.  The  patient  is  now  said 
to  be  "sensitised"  to  that  triggering  allergen. 

On  the  second  encounter  or  challenging 
dose  with  that  same  identical  allergen,  the 
mast  cells  rupture  and  rapidly  discharge  their 
contents.  Histamine  and  many  other 
chemicals  are  discharged  into  the  .issues, 
causing  inflammation  and  irritation.  In  the 
nose,  the  symptoms  are  those  of  nasal 
congestion,  in  the  eye,  the  usual  "hay  fever 
eyes". 

In  the  past,  attempts  were  made  to 
desensitise  patients.  Skin  sensitivity  "patch" 
tests  were  performed  using  many  allergens 
usually  on  the  sensitive  skin  of  the  forearm.  If 
the  patient  were  indeed  sensitised,  the 
reagent  would  produce  a  visible  local  reaction. 
Reading  off  the  numbers  of  the  test  site  on  the 
content  chart  would  identify  the  specific 
allergen.  A  course  of  injections  of  de- 
sensitising challenges  could  then  be  given. 

Unfortunately,  in  a  few  individuals  a 
profound  collapse  called  anaphylactic  shock 
occurred.  Some  of  these  were  fatal,  and  de- 
sensitising vaccines  have  fallen  from  favour. 

Current  treatments  for  hay  fever  rely  upon 
the  antihistamine  effects  of  various  medicines. 


in  season,  Liverpool  community  pharmacist  Jeremy 

le  sneezes  and  other  common  allergies  and  allergy-related  conditions 

mines,  please! 


Some  OTC  Antihistamines 


Product 

Antihistamine 

Drowsiness  Other  ingredient 

Tablets 

Capsules 

liquid 

Actifed 

triprolidine 

pseudoephedrine 

i/ 

Alier-eze 

clemastine 

v* 

Aller-eze  Plus 

clemastine 

phenylpropanolamine 

Congesteze 

azatadine 

pseudoephedine 

1/ 

Contac  400 

chlorpheniramine 

phenylpropanolamine 

DancralSA 

pheniramine 

IS 

Dimotapp 

brompheniramine 

phenylephrine.,  phenylprop.  ; : •■ 

Dristan 

clilorpheniraraine 

phenylephrine,  aspirin 

I  lay  mine 

chlorpheniramine 

ephedrine 

Hismanal 

astemizole 

>/ 

Hlstryl 

diphenylpyraline 

.<<*." 

Lergoban 

diphenylpyrabne 

■  vv 

Mackenzie  s 

chlorpheniramine 

methyiephedrine,  paracetamol 

Optimine 

azatadine 

.: 

Phenergan 

promethazine 

IS 

iS 

Piriton 

chlorpheniramine 

Pollon-eze 

astemizole 

Scldane 

terfenadine 

Tavegil 

clemastine 

Triludan 

terfenadine 

1/ 

Triominic 

pheniramine 

phenylpropanolamine 

The  older  generation  of  antihistamines, 
including  clilorpheniramine,  bromphenmamine 
and  promethazine  were  always  associated 
with  the  "Do  not  drive,  operate  heavy 
machinery  or  take  alcohol"  warning  label. 
They  cause  drowsiness  because  they  cross 
into  the  brain.  Alcohol  only  adds  to  the  effect. 
Apart  from  their  duration  of  activity,  there  is 
little  to  differentiate  between  them.  Some 
produce  more  drowsiness  than  others, 
although  this  may  be  a  benefit  rather  than  a 
disadvantage. 

The  "new  generation' '  antihistamines  as 
they  are  known,  including  astemizole  and 
terfenadine,  cause  much  less  sedation 
because  of  the  very  limited  passage  through 
the  blood  brain  barrier  into  the  brain.  Similarly 
they  tend  not  to  interact  with  alcohol,  or  impair 
driving  ability  to  the  same  extent.  Astemizole 
is  slower  in  onset  but  possibly  more  suited  to 
regular  preventive  use  than  terfenadine. 

Oral  nasal  decongestants  work  by 
constricting  the  blood  vessels  in  the  nose,  so 
decreasing  the  volume  of  secretion.  But 
products  containing  ephedrine, 
phenylephrine,  pseudoephedrine  and 
phenylpropanolamine  should  not  be 
recommended  to  patients  with  high  blood 
pressure  or  other  heart  conditions.  So 
remember  to  ask  all  patients  wanting  an  over 
the  counter  remedy  if  they  are  taking  any 
other  medicines,  and  refer  any  problems  to 
your  pharmacist. 

Nasal  decongestant  drops  and  sprays  can 
be  very  effective  in  relieving  the  nasal 
congestion.  They  should  only  be  used  for 
short  periods  at  a  time,  as  prolonged  use  can 
lead  to  "rebound  congestion' '  when  they  are 
stopped. 


Rhinitis 


Rhinitis  is  an  inflammation  of  the  nasal 
membranes.  The  classic  symptoms  will  be  a 
profusely  running  nose,  streaming  red  eyes, 
sneezing  and  a  '  'bunged  up' '  nose. 

Allergic  rhinitis  may  be  subdivided  into 
seasonal  allergic  rhinitis  (hay  fever  above)  and 
non-seasonal  allergic  rhinitis,  when  three 
allergens,  alone  or  together,  are  responsible 
for  the  majority  of  the  attacks.  These  culprits 
are  feathers,  animal  dander  and  the  house  dust 
mite.  As  with  hay  fever,  sensitisation  can  take 
place  at  any  age.  Curiously  though,  a  trio  of 
conditions  will  often  be  seen  if  the  sensitisation 
takes  place  in  childhood.  The  conditions  are 
eczema,  rhinitis  and  allergic  asthma. 


Sinusitis 


The  nasal  sinuses  are  closed  cavities  within 
the  skull  situated  behind  and  above  the  nose. 
They  are  lined  with  the  same  type  of 
membrane  as  the  nose  itself.  If  the  nasal 
membrane  is  irritated  and  becomes  inflamed, 
the  sinuses  often  become  involved. 

This  swelling  closes  the  openings  of 
drainage  ducts  and  aggravates  the  condition. 
The  patient  then  complains  of  a  runny  nose, 
loss  of  sense  of  smell  and  throbbing  pain  in  the 
affected  sinus  caused  by  the  distortion  of  the 
membranes.  Infection  frequently  accompanies 
the  original  condition,  and  then  the  patient  will 
have  a  temperature  too  and  an  oral  antibiotic 
will  be  required. 

On  a  cautionary  note,  it  is  vitally  important 
when  advising  on  rhinitis  or  sinusitis  to  ask 
Continued  on  p8 
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NOT  TO  BE 
SNIFFED  AT 

-  RESISTON  ONE  nasal  spray  goes  NATIONAL! 

-  Now  a  unique  effective  OTC  remedy. 
With  proven  prescription  heritage. 

-  Prevents  and  treats  nasal  hayfever  (through  a 
combination  of  sodium  cromoglycate  with 
xylometazoline). 

-  Pump-action  spray  delivers  measured  dose. 

-  No  rebound  congestion. 

Can  be  used  safely  throughout  the  hayfever  season. 

-  Does  not  cause  drowsiness. 

-  Consumer  launch  commencing  May. 
National  press  advertising  and  targeted  mailings. 

-  Stock  up  now  for  the  hayfever  season. 

Ask  for  eye-catching  POS  material  to  boost  sales. 

-  Recommend  new  RESISTON  ONE  -  sufferers  rely 
on  your  advice. 

For  further  information,  please  contact  your  wholesaler  or 
call  the  Resiston  One  hotline  on  0509  611001  ext.  45212. 


ONE 

For  prevention  and  treatment 
of  nasal  hayfever 

RESISTON  ONE  and  FISONS  are  Cl**ON^ 
Registered  Trade  Marks  of  Fisons  pic  Consumer  Health 
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Hay  Fever  Do's  and  Don'ts 

1 .  Avoid  parks  and  don't  roE  around  in  the  grass.  If  on  holiday, 
you'll  probably  feel  more  comfortable  near  the  sea  or  even  up  in 
the  mountains  away  from  fields  and  trees. 

2.  Check  pollen  counts  in  the  papers  or  on  the  television  or  radio 
each  day.  There  won't  be  much  pollen  in  the  air  at  all  on  overcast 
and  rainy  days. 

3.  Close  car  windows  when  driving  through  the  countryside. 

4.  Wear  dark  glasses  in  the  sunshine  to  stop  at  least  some  of  the 
pollen  getting  into  your  eyes. 

5.  Avoid  irritants  like  smoky  atmospheres  and  areas  with  heavy 
air  pollution  as  these  may  actually  make  hay  fever  worse. 

6.  If  you  work  in  a  high  building,  the  pollen  count  in  the  air  outside 
the  window  on  the  top  floor  may  be  far  higher  than  that  at  ground 
level  as  the  wind  lifts  the  pollen.  Keep  windows  shut  when  pollen 
counts  are  high. 

Courtesy  Fisons 


Merrell  Medicines  treat 


the  market  to  the  allergy 

ge  that  matter 


^  Changing  p® 


patterns  are  affecting  the  hay  fever  market.  Merrell  Medicines,  the  market  leader  in  the  treatment 
iargy,  are  meeting  the  challenge  with  a  range  of  products  to  cater  for  individual  needs 


At  the  start  of  the  1980s  Merrell  Medicines 
made  a  major  breakthrough  in  the  treatment 
of  allergies.  The  introduction  of  Triludan, 
the  first  non-sedating  anti-histamine  for  the 
treatment  of  hay  fever  and  other  allergies 
related  to  histamine  reaction,  revolutionised 
the  quality  of  life  of  many  sufferers. 

Triludan  was  initially  a  prescription  only 
medicine  and  contained  60mg  of 
terfenadine.  It  ushered  in  a  new  era  of 
treatment  and  was  warmly  welcomed  by 
GPs  and  hospital  doctors.  Merrell  now  have 
over  82  million  patient  months  of  experience 
worldwide  with  the  use  of  Triludan.  In  time 
Merrell  Medicines  identified  that,  although 
Triludan  was  a  great  successs,  an  increasing 
number  of  hay  fever  sufferers  did  not  visit 
their  GPs  and  were  seeking  advice  from 
their  pharmacist.  These  sufferers  were 
looking  for  fast,  effective  relief  of  their 
symptoms  avoiding  the  drowsiness 
associated  with  older  style  anti-histamines. 
Triludan  provides  exactly  these  properties, 
which  allows  the  sufferer  to  enjoy  everyday 
life  free  from  the  uncomfortable  symptoms 
of  hay  fever.  Merrell  are  committed  to 
supporting  their  pharmacist  with  high  quality 
products  which  are  commercially  and 
professionally  worthy  of  support  so  in  1985 
Triludan  was  made  available  to  pharmacists 
for  their  professional  recommendation. 

Effective  relief 

In  this  way  Merrell  Medicines  were  able  to 
provide  many  sufferers  with  effective  relief. 
If  the  sufferers  were  taking  examinations, 
driving  or  operating  machinery  they  were 
able  to  continue  with  their  everyday  life 
without  having  their  performance  impaired 
since  Triludan  avoids  drowsiness.  This  major 
advance  in  treatment  has  become  widely 
prescribed  and  recommended. 

Triludan  is  not  strictly  confined  to  hay 
fever.  During  the  year  many  people  suffer 
from  allergic  reactions  to  house  dust, 
animals,  bee  sting  etc,  and  Triludan  is  equally 
effective  in  these  conditions.  Triludan  Forte, 
a  new  once-a-day  formulation  was  introduced 
in  1989  to  satisfy  the  demands  of  sufferers 
who  wanted  the  unique  benefits  of 
terfenadine  and  the  convenience  of  once-a- 
day  dose.  The  original  Triludan,  which  has 
the  flexibility  of  a  two-a-day  dose,  has  been 
retained  because  some  sufferers  still  prefer 
that  method  of  treatment. 

As  part  of  their  on-going  research  Merrell 
Medicines  talk  to  hay  fever  sufferers  in 
market  research  groups  to  ensure  that  they 
are  fully  aware  of  the  needs  and 
requirements  of  their  customers.  Although 
many  sufferers  visit  their  GP  for  treatment, 
or  ask  their  pharmacist's  advice,  it  became 
clear  that  there  is  a  significant  number  of 


people  who  do  not.  During  these  discussions 
Merrell  Medicines  realised  that  there  was 
still  a  great  deal  of  dissatisfaction  among 
sufferers,  because  many  of  them  were 
choosing  their  own  remedies  with  no  prior 
information.  When  they  did  that  they 
sometimes  chose  an  older  product,  with  the 
traditional  problems  associated  with 
anti-histamines. 

Tnludan  and  Triludan  Forte  were  of 
course  not  advertised  to  the  consumer,  and 
because  of  this  situation,  those  sufferers  who 
chose  their  own  product  were  frequently  not 
aware  of  the  advantages  of  Triludan  and  were 
not  in  a  position  to  make  a  judgment.  In  an 
attempt  to  remedy  the  situation  Merrell 
Medicines  launched  Seldane,  a  new  hay  fever 
brand  which  is  advertised  directly  to  the 
consumer  using  TV,  radio  and  posters  which 
inform  sufferers  who  do  not  seek 
professional  advice  about  their  treatment. 

Inciting  advertising 

Merrell  Medicines  have  created  an  exciting 
advertising  package  which  includes  a  fully 
animated  TV  commercial.  The  advert  clearly 
conveys  to  the  consumer  what  Seldane  is  — 
"A  major  advance  in  hay  fever  treatment." 
The  strong  TV  campaign  will  be  supported 
by  national  radio  advertising  and  a  full  national 
Press  campaign  in  the  popular  daily  press. 
'  'This  promotional  package  will  total  in 
excess  of  £2  million  in  just  three  months," 
says  group  product  manager  Andrew 
Tasker.  "It  is  our  objective  to  ensure 
Seldane  is  the  most  heavily  advertised 
product  in  the  entire  hay  fever  sector.  Our 
objective  is  to  make  Seldane  the  brand  leader 
in  the  consumer  advertised  sector  of  the 
market . ' ' 

Seldane  is  a  once-a-day  product  which 
contains  120mg  terfenedine,  the  same  active 
ingredient  as  Tnludan  and  Triludan  Forte. 


Because  it  normally  works  within  an  hour 
sufferers  need  only  take  the  product  when 
symptoms  are  high  or  when  the  pollen 
forecast  looks  gloomy.  There  is  no  need  for  a 
hay  fever  sufferer  to  take  it  continually 
throughout  the  season.  The  vast  majority  of 
sufferers  still  fall  between  15-40  years  of  age. 
These  will  be  the  key  people  targeted  by  the 
consumer  campaign  during  the  hay  fever 
season. 

Naturally  it  is  important  that  customers 
can  recognise  the  advertised  brand  when 
they  enter  the  pharmacy  and  impactful 
merchandising  material  will  be  provided 
featuring  the  central  characters  from  the  TV 
commercial.  The  key  to  success  for 
terfenadine  sales  in  pharmacy  is  the  stocking 
of  the  full  range  of  Merrell  brands  so  that  the 
ideal  product  is  available  to  everyone  and 
caters  for  every  preference. 

Merrell  Medicines  huge  advertising 
support  programme  for  Seldane  in  1991 
makes  it  essential  that  Seldane  achieves 
prominent  display  alongside  the  market 
leader  Triludan.  Merrell  have  produced  a 
choice  of  counter  display  stands  designed  to 


show  both  Triludan  and  Seldane  clearly  and 
make  it  easy  for  counter  staff  and  assistants 
to  display  these  market  leading  remedies. 

Press  support 

Throughout  June  and  July  a  large  Press 
campaign  in  both  the  quality  and  tabloid  Press 
will  inform  the  public  about  the  varieties  and 
causes  of  pollen  and  how  to  cope  with  hay 
fever  attacks,  and  get  across  that  the  special 
anti-histamine  in  Seldane  is  highly  effective, 
yet  does  not  impair  performance. 

In  recent  times  it  has  become  fashionable 
to  blame  environmental  factors  and  pollution 
for  the  increase  in  allergic  reactions  but 
whatever  the  cause  there  has  been  a 
noticeable  increase  in  the  number  of  hot 
summers  we  enjoy  in  this  country  with  a 
corresponding  increase  in  pollen  counts  and 
hay  fever  sufferers  seeking  treatment. 
Merrell  Medicines  believe  that  they  have  put 
together  a  range  of  anti-histamines  which  can 
offer  relief  to  the  public  and  the  advertising 
and  promotion  of  the  products  offers  the  best 
possible  support  in  pharmacy. 
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Other  Hay  Fever  Treatments 


Short  Tern  Use 

Product  Ingredients  Spray  Drops  Inhalant  Lozenges 

Afrazine  oxymetazoline  ^  s 

Dristan  oxy  me  tazoline,  menthol,  camphor  s 

Fenox  phenylephrine  s  s 

Otrivine  Hay  Fever  Formula  xylometazoline,  antazoline  >/ 
Vicks  Sinex  oxymetazoline,  menthol,  eucalyptol  ^ 

Long  term  use 

Mentholease  menthol,  eucalyptus  s 

Penetrol  menthol,  essential  oils  s 

ResistonOne  sodium  cromoglycate,  xylometazoline  <s 

Rynacrom  sodium  cromoglycate  s 


Continued  from  p4 

"who  is  the  patient?"  Many  cases  of 
"rhinitis"  are  caused  by  a  foreign  body  up  the 
nose.  Little  fingers  often  poke  objects  into 
noses  and  ears.  Think  on.  Could  it  be? 

Asthma 


Asthma  is  a  reversible  constriction  of  the 
airways,  affecting  5  percent  of  all  adults,  but 
11  percent  of  all  children.  As  a  rule  of  thumb, 
half  of  those  children  affected  will  gi  ow  out  of 
it.  The  symptoms  are  cough,  wheeze  and 
breathlessness. 

Asthma  cannot  be  cured,  but  it  can  be 
treated  and  relieved.  En  nso,  it  causes  2,000 
deaths  every  year,  mo?  t  oj  them  preventable. 

The  best  way  to  d<  .•  .  ibe  the  condition  is 
to  think  of  the  fl  ern  e  between  breathing 
through  a  wid<  1 ..  re  ,  i\  and  then  trying  to  do 
the  same  using  i  aw  .  The  straw  will  be  hard 
work.  So  is  b<  e  Hung  in  an  asthmatic. 

All  asthma  sufferers  have  sensitised  or 
irritable  airways,  and  they  are  all  susceptible 
to  certain  agonists  or  triggers. 

The  triggers  may  be  non-allergic  or 
allergic.  In  the  former  case  cold,  stress, 
infections  and  exercise  are  all  well  recognised. 
Allergic  factors  include  pollen,  tobacco  smoke, 
animal  fur,  house  dust  mite,  certain  medicines 
and  food  colorants. 

When  triggered,  the  airways  increase 
production  of  their  natural  bronchial  secretion, 
mucus.  The  muscle  walls  of  the  airways 
constrict  and  tighten,  closing  down  the  bore  of 
the  tube ,  often  to  the  point  of  spasm .  Finally , 
the  walls  of  the  airways  swell.  The  result  is  an 
acutely  disabling  condition. 

Treatment  consists  of  reversing  the 
constriction  of  the  airways,  using  a 
bronchodilator  which  achieves  a  temporary 
respite,  until  the  next  time.  Steroids  are  used 
to  reduce  the  inflammation.  Trigger 
dampening  medicines,  such  as  sodium 
cromoglycate  (Intal),  inactive  the  response, 
and  are  used  every  day  prophylactically. 

Hypersensitivity 

Many  patients  will  tell  you  they  are  allergic  to 
something.  Others  may  say  they  are 
' '  hypersensitive ' ' .  The  terms  are  almost  the 
same.  The  variability  of  the  response, 
however,  will  depend  on  the  body's  reaction 
to  the  allergen.  At  one  extreme  there  is 
profound  shock  and  collapse;  at  the  other  a 
mild  case  of  dermatitis  may  be  all  that 
happens. 

Anaphylactic  shock  is  a  life-threatening 
condition  brought  about  by  contact  with  a 
specific  allergen  to  which  the  patient  is 
hypersensitive.  The  symptoms  include  a 
collapse  of  blood  pressure,  loss  of 
consciousness  and  bronchoconstriction. 
Urgent  medical  attention  is  required  for  the 
patient  may  well  die. 

Thankfully,  anaphylactic  shock  is 
uncommon  in  the  community.  The  cause  is 
usually  an  injection  of  a  vaccine  or  blood 
product  but  may  be  a  trivial  insect  sting,  or  the 
administration  of  certain  antibiotics  or 
analgesics. 

Contact  dermatitis  is  at  the  other  end  of 
the  scale.  Well  recognised  examples  are  the 
inflammation  of  the  eyelids  after  application  of 
eyeliner,  swelling  of  the  ear  lobes  after 
wearing  cheap  "gold"  earrings,  "washrng-up 
hands",  wedding  ring  type  dermatitis, 
mechanic's  dermatitis  and  so  on. 

Photosensitivity 

This  can  be  defined  as  an  abnormal  over- 
reation  to  sunlight,  in  particular  to  the 


ultraviolet  light,  known  as  UVB.  There  are 
two  things  to  consider:  has  the  patient  been 
sensitised  to  UVB,  or  could  there  be  a 
physiological  reason  for  the  reaction? 

Any  one  of  a  multitude  of  products  may 
increase  the  effect  of  sunlight.  Some  are 
naturally  occurring,  others  are  medicines. 
Coal  tar  and  associated  products,  perfumes, 
certain  vegetable  and  plant  extracts  or  their 
constituents  will  all  produce  hypersensitivity 
and  increase  the  burning  effect  of  the  sun  on 
a  susceptible  individual.  Sulphonamide 
antibiotics,  thiazide  diuretics,  tetracyclines, 
griseofulvin  and  nalidixic  acid,  all  commonly 
prescribed  medicines,  all  increase 
phototoxicity.  The  first  and  obvious  question 
to  ask  any  patient  complaining  of 
photosensitivity  is,  therefore,  "are  you  taking 
any  medication?" 

The  treatment  of  choice  for  substance- 
related  hypersensitivity  to  sunlight  is  to  avoid 
or  remove  the  causative  substance.  Refer  the 
patient  to  your  pharmacist. 

Only  in  the  absence  of  drug-induced 
phototoxicity  should  pigmentation  disorders 
be  considered.  The  two  most  common  are 
albinism,  where  there  is  no  brown  melanin  in 
the  skin  at  all,  and  vitiligo,  where  the  pigment 
is  absent  in  patches.  Then,  avoidance  of 
exposure,  sunscreening  or  skin  barrier 
techniques  will  be  appropriate  depending  upon 
the  severity  of  the  disorder. 

Cold  sores  are  troublesome  in  bright 
sunlight.  It  appears  that  once  infected,  and  we 
are  infected  for  life,  we  harbour  the  virus 
locally,  but  in  a  dormant  phase.  Illness, 
debility,  trauma  or  strong  sunlight  are  all 
capable  of  triggering  an  eruption. 

Drug  reactions 

Applications  of  certain  medicines  to  the  skin 
will  produce  an  allergic  response  in  sensitive 
individuals.  The  reaction  may  be  a  simple 
contact  dermatitis  on  the  hands,  a  more 
complicated  skinning  of  the  mouth  and  tongue, 
or  an  acute  gastrointestinal  disturbance  with 
violent  diarrhoea  and  vomiting. 

Penicillins  and  sulphonamides  are  well 
known  for  causing  sensitivity  reactions, 
typically  an  acute  strawberry  rash. 

Allergies  to  food 

Particular  foods  can  produce  spectacular 
reactions  in  susceptible  individuals,  ranging 
from  urticarial  rashes,  diarrhoea  and  vomiting 
to  asthma  and  collapse. 

Forewarned  is  forearmed.  If  the  patient 
knows  he  is  allergic  or  hypersensitive  to  a 
specific  foodstuff,  the  sensible  option  is  to 
avoid  it. 

Food  poisoning  is  a  different  altogether, 
though  the  symptoms  may  well  be  identical. 
Food  poisoning  caused  by  Staphylococcus  is 
dramatic  in  onset,  beginning  one  to  six  hours 


after  ingestion  and  ending  within  a  few  hours. 
The  healthy  adult  usually  survives  the 
infection  with  Little  residual  damage.  The  very 
young  or  infirm  need  oral  rehydration  if 
dehydration  is  not  to  prove  fatal.  (See  Over  the 
Counter  last  month) . 

The  symptoms  of  common  salmonella 
poisoning  are  acute  gastroenteritis  developing 
within  48  hours  of  eating  the  infected  food. 
The  patient  will  be  very  ill  with  headache, 
fever,  malaise,  colic,  vomiting  and  diarrhoea, 
frequently  persisting  for  several  days. 

Conclusion 


Customers  asking  for  advice  regarding 
allergies  clearly  require  time  and  effort  to  be 
spent  on  the  discovery  of  the  exact  cause  of 
the  problem. 


Patch  testing  and 
nickel  allergy 

In  '  'Advising  on  dry  and  irritated  skin"  (Over 
the  Counter  last  month,  p6)  you  stated  that 
if  a  patient  has  a  nickel  allergy,  they  '  'would 
also  get  (it)  with  preservatives  in  cosmetics 
and  toiletries  or  rubber. ' ' 

This  is  not  true  —  in  fact  the  only  item  in 
a  standard  battery  of  patch  tests  which  may 
be  positive  when  nickel  allergy  is 
demonstrated  is  cobalt. 

I  have  checked  all  my  patch  testing  books 
and  cannot  find  any  references  to  cross- 
sensitivity  with  any  preservatives  or  rubber. 

Since  nickel  allergy  is  a  very  real  problem 
for  patients,  it  would  be  unfair  to  imply  that 
they  will  automatically  have  problems  with 
other  common  items  too. 

Ann  lies  Senior  Pharmacy  Technician,  Drug 
Information/Patch  Testing, 
Gloucestershire  Royal  Hospital. 
We  did  not  mean  to  imply  that  a  person 
sensitive  to  nickel  would  also  be  sensitive  to 
preservatives  and  rubber,  merely  that 
nickel,  preservatives  and  rubber  can  all 
cause  allergic  reactions.  Editor 
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A  teenage  problem  requir 
on-the-spot  solution 

Once  again,  it's  time  to  meet  the  Maladies,  every  pharmacy's  favourite  family.  Michael's  back  in  again,  and  this  tiim 
he's  complaining  about  one  of  the  perils  of  the  teenage  years,  acne.. 


Michael:  '  7  wonder  if  you  can 
help.  I  look  a  bit  of  a  sight  with 
these  spots.  Have  you  got 
anything  that  might  clear  them  up 
fast?" 

Assistant:  "We've  a  good  range 
of  products  for  you  to  choose 
from,  both  for  treatment  and  for 
cleansing  to  prevent  further 
problems." 

' '  What  exactly  is  the 
problem?" 

"  As  I' m  sure  you  kno w , 
acne  is  very  common  in 
teenagers,  and  particularly 
boys.  What  happens  is  that, 
because  of  hormone  changes, 
there  is  an  overproduction  of  the 
oily  substance  called  sebum  by 
the  skin.  Together  with  dead 
skin  cells  this  sebum  forms  a 
plug  which  blocks  the  pores  in 
the  skin,  causing  a  blackhead  or 
whitehead.  If  bacteria  gets  in, 
the  pore  then  becomes  inflamed 
and  that's  what  you've  got 
now." 

"What  can  I  do  about  it  then? 

' '  We  have  a  number  of 
treatments  which  contain  what 
are  known  as  keratolytics,  which 
break  open  these  blocked 
follicles,  and  peel  away  the  top 
layers  of  skin.  Benzoyl  peroxide 
and  salicylic  acid  are  commonly 
used.  Some  of  the  products  we 
have  use  one  of  these 
ingredients  combined  with  an 
antibacterial  or  antiseptic,  which 


will  help  to  prevent  further 
bacterial  problems. 

'  'And  what  about  preventing 
the  spots  coming  back? 

' '  I  suspect  that  you  have 
very  greasy  skin  at  the  moment. 
I  know  it  sounds  a  bit  strange, 
but  you  ought  to  try  a  cleanser 
which  will  help  get  rid  of  the 
excess  sebum.  A  facial  scrub 
would  be  a  help  too.  Whatever 
you  decide  to  do,  even  washing 
regularly  with  soap  and  water 
and  drying  vigorously  with  a 
rough  towel  will  remove  oil, 
dead  skin  and  help  break  up 
blackheads." 

"Will  it  be  cleared  up  by  the 
weekend?  You  see  I've  got  a 
special  date...  " 

"Well,  don't  expect  an 
overnight  cure,  these 
treatments  do  take  a  few  days  to 
work.  But  by  Friday  I'm  sure 
you  will  see  some  improvement. 
By  the  way,  you  aren't  taking 
any  medicines  at  the  moment  are 
you?" 

'  'No,  why?  That  seems  a 
strange  thing  to  ask  when  all  I 
want  is  a  spot  cream . ' ' 

"We  ask  everyone,  and  in 
fact,  it  is  not  unusual  for  some 
medicines  to  cause  skin 
problems." 

"Thank you.  Now  which 
particular  treatment  would  you 
recommend. .." 

Continued  on  plO 


oxy 


READY      Are  you  fully  stocked  with 
the  whole  Oxy  range? 

Our  £2M  national  advertising 
campaign  is  about  to  start. 


GO 


Watch  Oxy  fly  off  your 
shelves. 


SmithKline  Beecham 

Consumer  Brands 
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Product 

Aeetoxyl 
Acnegel 
Acnidazii 

Benoxyl 

Benzagel 

Betadine 

Biactol 

Brasivol 

Cepton 

Ciearasil 

Nericur 

Oxy 

Quinoderm 

Topex 
Torbeto! 
Triac 
Ultra  a 

Vakif:  . 


Some  OTC  acne  treatments 

Main  ingredient 

benzoyl  peroxide 
benzoyl  peroxide 
benzoyl  peroxide,  miconazole 

benzoyl  peroxide 
benzoyl  peroxide 
povidone  iodif.( 
sodium  lai.i,  >  I  ..-.-l !;■'?) 
aluminii.'  <  >•  <  •  •  nicies 


:  •■.  r oxide,  hydroxy  quinoline 

,.oy!  peroxide 
amide,  hexachiorophane 
.  nyi  lactate,  zinc  sulphate 
benzoyl  peroxide 
benzoyl  peroxide 
•J  for  major  active  treatments 


Type  of  action 

keratolytic 
keratolytic 
keratolytic, 
antiinicrobial 
keratolytic 
keratolytic 
antimicrobial 
detergent 
abrasive 
antimicrobial 
antimicrobial 
keratolytic 
keratolytic 
keratolytic, 
antimicrobial 
keratolytic 
antimicrobial 
antimicrobial 
keratolytic 
keratolvtic 


Acne  is  the  most  frequently 
encountered  skin  disorder  in  the 
teenage  and  young  adult 
population.  Girls  tend  to  develop 
it  at  an  earlier  age;  boys, 
however,  tend  to  have  more 
severe  eruptions. 

Some  85%  of  acne  patients 
have  mild  acne,  with  multiple 
spots,  multiple  blackheads  and 
an  overall  greasy  appearance. 
Around  10%  of  patients  have 
moderate  acne,  often  severely 
infected  and  involving  more  than 
one  area,  with  the  shoulders  and 
chest  frequently  involved. 

Sebum,  a  complex  mixture  of 
oily  and  waxy  substances,  is 
produced  by  sebaceous  glands  in 
the  skin,  in  the  hair  follicles.  It 
flows  up  onto  the  skin  to 
moisturise  and  maintain  the 
condition.  Its  over-production, 
—  common  during  early 
adolescence  —  leads  to  the 
problems  of  greasy  skin.  Girls 
should  be  advised  to  avoid 
greasy  make-up  as  it  will  clog 
the  pores. 

During  normal  skin  turnover, 
skin  cells  (keratin)  are  lost  from 
the  walls  of  the  follicles  and  they 
are  carried  up  and  out  onto  the 
skin  surface  by  the  flow  of 
sebum.  In  acne  sufferers  the 
keratin  sticks  and  in  combination 
with  the  sebum  can  form  plugs 


which  block  the  openings.  This 
beginning  of  a  spot  is  at  first  not 
inflamed  and  is  either  a 
blackhead  (open  comedone)  or 
whitehead  (closed  comedone). 

Blackheads  usually  remain 
non-inflamed,  but  whiteheads 
become  inflamed  due  to  the 
action  of  bacteria  which  become 
trapped  by  the  plug.  Often  the 
wall  of  the  follicle  breaks  down 
and  the  contents  spill  out  into 
the  surrounding  cells  causing 
larger  pustules  and  nodules. 

Treatments  fall  into  two 
main  categories  —  keratolytics 
and  antibacterials.  Keratolytics 
like  benzoyl  peroxide,  salicylic 
acid,  sulphur  and  resorcinol 
break  open  the  follicles  and 
increase  the  turnover  of  the 
skin.  Antibacterial  agents  like 
hexachlorophene,  iodine, 
quinolines  and  triclosan  are  used 
to  reduce  the  bacterial 
population. 

Also  useful  are  cleansing 
agents  like  detergents  and 
alcohol-based  lotions,  and 
abrasive  agents  which  all  help 
remove  excess  sebum  and  shed 
skin  cells,  preventing  the 
formation  of  spots. 

In  more  extensive  cases,  a 
doctor  may  prescribe  oral 
antibiotics  to  tackle  the  bacteria 
from  the  inside,  or  hormone-like 
treatments  which  reduce  sebum 
production. 


scalp  conditions 

v  A  lightly  fragranced  formula 
with  the  strength  of  coal  tar. 
/  Docs  not  stain  the  skin, 
clothes  or  bath. 
f  Leaves  the  hair  shiny  and 


easy  to  manage. 


YL 


o 


The  effective  scalp  treatment  in  a  cosmetic  shampoo. 


Over  the  Counter  looks  at  how  a  pharmacy  assistant 
should  proceed  if  asked  for  advice  about  an  eye  problem 


Sight  is  very  precious,  but 
people  often  seem  a  little 
cavalier  in  the  way  they  look 
after  their  eyes.  Such  is  their 
delicate  nature,  your  pharmacist 
will  rarely  give  advice  to  a 
customer  with  a  medical  eye 
problem  other  than  that  he  or 
she  should  see  their  doctor. 

There  is  little  you  can  offer 
customers  who  have  a  medical 
eye  problem,  and  in  general  you 
should  refer  all  customers  to 
your  pharmacist. 

Urgent  medical  attention  is 
required  in  cases  of  eye  pain, 
blurring,  double  vision,  loss  of 
sharpness,  floating  spots,  or 
involuntary  eye  movements. 
Refer  problems  with  foreign 
bodies  too.  Metal  splinters  or 
other  hard  material  entering  the 
eye  requires  emergency  eye 
hospital  attention. 

However,  it  is  worth  looking 
at  some  of  the  eye  and  eyelid 
conditions  for  which  OTC 
remedies  are  available.  Again,  in 
all  cases,  think  about  referring 
customers  to  your  pharmacist. 

Dry,  irritcited  eyes  can  be 
caused  by  eye  strain  due  to  too 
much  close  work,  either  reading 
or  these  days,  on  visual  display 
units  (VDUs),  or  as  a  result  of 
spending  time  in  a  dusty  or 
smoky  atmosphere.  Chlorine  in 
swimming  baths  can  also  cause 
an  irritated  reddening  of  the 
eyes. 

There  are  a  number  of  OTC 
remedies  for  this  problem, 
including  Optrex,  Clearine  and 
Murine.  The  vasoconstrictors 


like  naphazoline  and  astringents 
like  witch  hazel  found  in  these 
products  are  said  to  help  relieve 
the  soreness.  The  naphazoline 
in  Eye  Dew  produces  "clearer 
whites"  by  constricting  blood 
vessels.  Eye  lotions  are  another 
option. 

The  eyes  may  be  affected  in 
hay  fever.  Antihistamine  tablets 
wiil  help;  eye  drops  are  available 
too.  Otrivin-Antistin  eye  drops, 
containing  antazoline  and  the 
vasoconstrictor  xylometazoline 
are  available  over  the  counter. 
Doctors  are  able  to  prescribe 
sodium  cromoglycate  (see 
Focus  on  Allergies,  p4)  as 
Opticrom  eye  drops  and 
ointment  prophylactically  in 
susceptible  individuals. 

Styes  are  an  infection  at  the 
base  of  an  eyelash,  which  causes 
a  swelling  like  a  boil,  while 
blepharitis  is  an  inflammation 
of  the  edge  of  the  eyelids,  often 
caused  by  dandruff  in  the 
eyelashes  or  an  allergy  to  make- 
up. Brolene  eye  drops  and 
ointment  contain  the 
antimicrobial  agent  propamidine 
isethionate  and  are  indicated  for 
the  treatment  of  these  minor 
infections. 

The  other  group  of  OTC  eye 
products  you  may  occasionally 
get  asked  for  are  tear 
substitutes.  Dry  eyes  are 
common  in  post-menopausal 
women  and  may  be  associated 
with  arthritis. 

Liquifilm  Tears,  Sno  Tears, 
Hypotears  and  Tears  Naturelle 
Continued  on  pl2 
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Feast  your  eyes  on  the 
benefits  of  Brolene 

»    The  only  OTC  answer  to  eye  infections 

Economically  priced  -  well  below  the 
prescription  charge 

Tried  and  trusted  over  many  years 

Drops  to  treat  conjunctivitis  and  other  eye 
infections 

Ointment  also  treats  blepharitis  and  'sticky  eyes' 

Generous  terms  available  from  your  Fisons 
representative 

For  further  information,  please  telephone 
0509  611001  ext.  45212  or  contact  your 
Fisons  Consumer  Health  representative. 

Brolene 

The  only  possible  recommendation  for  eye  infections. 

ciSON*  


contain  either  hypromellose  or 
polyvinyl  alcohol,  which  are 
thought  to  prevent  the  normal 
tear  film  covering  the  eye  from 
breaking  down. 

More  serious  conditions 

Cataract  The  normally  clear 
lens  becomes  opaque  because  of 
disease  or  old  age,  leading  to  a 
gradual  clouding  of  vision.  The 
only  treatment  is  removal  of  the 
lens  surgically  and  correc  I  i  i 
vision  with  spectacles. 
Conjunctivitis  This 
inflammation  of  the  membrane 
covering  the  eyeball ...  v  be 
caused  by  an  allergy  ..<  an 
infection.  The  eve  is  usually 
very  red  and  uncomfortable. 
Glaucoma  The  part  of  the  eye 
in  front  of  the  lens  is  filled  with  a 
fluid  calied  aqueous  humour.  In 
glaucoma  there  is  a  problem 
with  the  drainage  of  this  fluid 
and  the  pressure  inside  the 
eyeball  rises,  causing  pain  and 
blurred  vision. 

Iritis  As  the  name  implies,  iritis 
is  inflammation  of  the  iris,  with 
redness  and  pain  and  sometimes 
blurred  vision. 

Using  eye  preparations 

While  you  may  not  be  directly 
involved  in  recommending  eye 
preparations  to  customers,  you 
should  be  aware  of  the  basic 
guidelines  for  their  use.  Eye 
products  are  always  supplied 
sterile,  and  by  following  a  few 
simple  rules,  users  will  keep 
them  as  germ-free  as  possible. 

You  should  tell  customers 
they  should  not  let  the  end  of  the 
dropper  or  spout  come  into 
contact  with  any  part  of  the  eye, 
or  any  other  object  for  that 
matter. 

Caps  should  be  replaced 
immediately  after  use,  and 
bottles  and  tubes  thrown  away 
four  weeks  after  opening.  Eye 
drops  should  not  be  shared  with 
anyone  else. 

Eye  drops  should  be  applied 
by  pulling  the  lower  lid  down 
away  from  the  eye  and  dropping 
the  drop  into  the  lid  without 
touching  the  eye  or  lashes. 
Drops  will  need  to  be  applied 
three  or  four  times  a  day  to  get 
the  maximum  benefit. 

For  ointments,  again  the 
lower  lid  should  be  pulled  down, 
then,  looking  up,  a  thin  line  of 
ointment  should  be  put  along  the 
inside  of  the  lid.  Then  close  the 
eye  and  move  the  eyeball  around 
to  smear  the  ointment  over  the 
whole  surface,  ointment  is  not 
washed  away  by  tears  as  quickly 
as  drops,  it  need  only  be  applied 
a  couple  of  times  a  day. 

With  eye  lotions,  the  head 
should  be  tilted  forward  and  a 
half  full  (clean)  eyebath  applied 
to  the  open  eye.  The  head  is 
then  rocked  back  and  forth  for  a 
few  minutes.  Unused  lotion 
should  be  thrown  away  and  not 
returned  to  the  bottle. 


Contact  lenses  get  more 
sophisticated  all  the  time,  with 
disposable  lenses  the  latest 
development.  Generally, 
however,  there  are  three  types 
of  lens  —  hard,  gas  permeable 
and  soft.  For  each  type, 
specialist  care  solutions  are 
available,  but  those  suitable  for 
one  type  of  lens  may  well 
damage  another  type. 

Contact  lens  wearers  will  be 
reluctant  to  change  the  brand  of 
solution  they  use,  and  you  are 
best  not  trying  to  persuade  them 
to  use  something  different  if  you 
don't  happen  to  stock  their 
particular  make. 

If  a  customer  says  they  want 
to  change  solutions  because  the 
ones  they  are  using  are  causing 
trouble,  advise  them  to  visit 
their  optician  for  further  advice, 
rather  than  try  to  suggest  an 
alternative. 


Handy  hints  for 
contact  lens  care 

•  Always  remember  that  healthy  eyes  are  essential  for  good 
sight.  Do  not  put  it  at  risk  through  negligence  or  vanity.  Always 
advise  your  customers  to  follow  their  optician's  advice 

•  Recommend  they  always  wash,  rinse  and  dry  hands 
thoroughly  before  handling  contact  lenses 

•  As  lenses  accumulate  debris  from  the  atmosphere  and  tears 
regular,  thorough  cleaning  is  essential 

•  Recommend  lenses  are  disinfected  every  time  they  are 
removed  from  the  eye  as  dirt  and  bacteria  can  be  passed  onto  the 
lens  and  cause  an  eye  infection  when  the  lens  is  put  back  in 

•  After  the  disinfection  stage,  many  modern  systems  require  a 
neutralisation  stage  before  putting  the  lens  back  into  the  eye. 
This  prevents  discomfort  and  stinging  which  may  occur  if  any 
disinfecting  solution  is  left  on  the  contact  lens 

•  Recommend  thorough  cleaning  of  the  soaking  case  every 
week,  and  replacement  every  six  months  is  recommended  to 
prevent  contamination  of  the  lenses 

•  Make-up  wearers  should  insert  lenses  prior  to  application  and 
remove  them  before  taking  make-up  off.  Fibre-free  mascaras  and 
oil-free  types  are  preferable  as  they  minimise  the  risk  of  make-up 
being  deposited  on  the  lens 

•  Customers  asking  if  they  can  wear  lenses  while  using  eye 
drops  or  ointment  should  be  advised  not  to  unless  advised  to  do 
so  by  their  optician 

•  Never  change  any  care  products  without  first  consulting  the 
customer's  optician.  The  solutions  chosen  may  be  either 
unsuitable  for  the  lenses  or  not  compatible  with  their  eyes 

•  Customers  should  always  follow  the  advice  of  their  optician 
and  if  any  problems  occur  should  consult  him  immediately 
Provided  by  Cibavision 


Problems  with  lenses? 

Now  and  again  contact  lens  wearers  suffer  short-lived  eye 
irritation,  discomfort  and  reduced  quality  of  vision.  There  are  a 
number  of  causes  for  this.  They  are  usually  minor  and  self- 
limiting,  but  some  can  be  potentially  sight  threatening. 

Most  cases  are  due  to  dirty  lenses  or  foreign  bodies  and  can 
be  resolved  quickly  by  giving  the  lenses  a  thorough  clean  and 
leaving  them  out  for  a  few  days  for  the  eye  to  recover. 

If  you  get  customers  complaining  of  persistant  irritation  they 
should  be  told  to  stop  wearing  their  lenses  and  see  their  optician 
or  contact  lens  practitioner. 

Should  anyone  visiting  the  pharmacy  complain  of  eye  pain, 
redness,  sensitivity  to  light  or  visual  disturbance,  you  should 
bring  them  to  the  attention  of  your  pharmacist  immediately,  as 
they  may  need  urgent  medical  help. 
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BRUSH  UP  ON  YOUR  COLGAil 


THE  MOST  ADVANCED  TOOTHPASTE  YOU  CAN  OFFER  YOUR  CUSTOMERS. 

Colgate  Gum  Protection  Formula  is  clinically  proven  to  give  unbeatable  protection  against  gum 
disease  -  a  problem  from  which  9  out  of  1 0  adults  suffer. 

The  most  important  breakthrough  since  fluoride,  its  unique  technology  ensures  its  active 
ingredients  are  more  effective  than  those  used  in  other  anti-bacterial  toothpastes. 

Recommended  by  dentists  and  supported  by  sampling  to  over  2  million  consumers  through 
dental  surgeries,  it  demonstrates  our  commitment  to  the  oral  care  market  as  a  whole. 

Carrying  a  premium  price  and  backed  by  a  massive  £3.5  m  advertising  campaign,  Colgate 
Gum  Protection  Formula  promises  you  substantial  profits. 

So  make  sure  your  display  of  Colgate  includes  Colgate  Gum  Protection  Formula.  The  world's 
fastest  selling  range  of  toothpastes  wouldn't  be  complete  without  it. 


When  a  customer  complains  of  indigestion,  what  do  you  do?  Over  the  Counter  explains  what  you  should  ask  to 
distinguish  simple  indigestion  from  something  potentially  more  serious 


Indigestion — trivial  complaint 
or  serious  symptom? 


A  customer  comes  into  your  pharmacy  and 
asks  you  for  something  for  an  upset  stomach. 
The  first  thing  to  find  out  is  exactly  what  the 
customer  is  ;  ilkii  ..  lbout,  because  "upset 
stomach"  covei  5  a  multitude  of  complaints. 
The  customer  may  mean  a  bout  of  diarrhoea, 
so  it  is  imp!  i]  tant  to  establish  from  the  outset 
the  exact  nature  of  his  or  her  symptoms. 

!  liarrhoea  is  really  the  subject  of  another 
article,  so  let  us  assume  that  when  you  ask 
what  type  of  symptoms  the  customer  is 
experiencing,  they  describe  some  sort  of 
stomach  problem.  Common  words  that  will 
crop  up  include  "heartburn"  and  dyspepsia", 
or  the  customer  may  describe  other  signs 
such  as  "feeling  bloated",  "nauseous/feeling 
sick"  or  "wind". 

There  are  a  number  of  causes  for  the 
problems  loosely  described  as  indigestion.  It 
may  be  due  to  incomplete  digestion  of  food  or 
delayed  emptying  of  food  from  the  stomach. 
Food  may  irritate  the  stomach;  greasy  and 
spicy  foods  are  particular  problems,  so  is 
alcohol.  Gas  may  be  trapped  in  the  stomach 
causing  a  bloated  feeling.  Some  drugs  are  also 
stomach  irritants  so  medicines  should  not  be 
forgotten  as  a  possible  cause. 

Remembering  the  National  Pharma- 
ceutical Association's  "2WHAM"  approach 
to  questioning,  you  should  first  always  check 
that  the  person  asking  for  the  medicine  is  the 
patient,  and  if  not,  then  you  need  to  find  out  as 
much  as  possible  about  the  person  who  they 
are  buying  the  medicine  for. 

Ask  what  the  symptoms  are  and  how  long 
they  have  had  them.  The  most  common 
symptoms  of  indigestion  include  pain,  nausea 
and  vomiting,  bloating  and  flatulence.  Finding 
out  about  the  type  of  discomfort  will  give  all 
sorts  of  clues  to  the  actual  problems.  Ask  if  the 
pain  is  a  burning  sensation  or  a  dull  ache,  or  is 
simply  due  to  bloating.  It  is  also  important  to 
find  out  if  there  is  any  pattern  to  the  occurence 
of  the  pain. 

•  Is  it  worse  before  or  after  a  meal? 

•  How  bad  is  it  at  night? 

•  Is  it  worse  when  sitting  up  or  lying  down? 
From  the  answers  to  these  questions,  you 

may  well  suspect  a  more  serious  problem. 
Things  to  look  out  for  include: 

•  If  pain  is  relieved  by  food,  the  cause  may  be 
a  duodenal  ulcer,  so  refer  the  patient  to  your 
pharmacist  at  once. 

©  If  the  patient  can  pinpoint  the  area  of  pain, 
it  suggests  the  problem  is  more  than  simple 
indigestion,  and  again  the  patient  should  be 
referred  to  your  pharmacist. 

•  If  the  patient  has  been  suffering  symptoms 
for  some  time  —  and  you  may  identify  this 
customer  by  the  frequency  of  their  visits  to 
buy  antacids  before  even  asking  any  questions 

-  then  it  is  a  probably  time  they  sought 
medical  attention.  Refer  them  to  your 
pharmacist. 

•  Severe  pain  should  be  referred  to  your 
pharmacist .  It  may  be  a  sign  that  an  ulcer  has 
burst. 


•  Vomiting  with  blood  is  also  a  symptom  of  a 
serious  problem,  so  again  refer  the  customer 
immediately  to  your  pharmacist. 

If,  on  the  other  hand,  the  pain  comes  on 
after  meals,  then  a  food-related  indigestion  is 
probably  the  cause.  Pain  which  is  relieved  by 
sitting  up  and  worse  when  lying  down  is 
suggestive  of  a  reflux  problem,  in  which 
stomach  contents,  which  are  very  acidic,  leak 
up  through  the  opening  at  the  top  of  the 
stomach  into  the  bottom  of  the  food  tube ,  the 
oesophagus,  irritating  its  sensitive  lining 
causing  heartburn.  If  this  is  a  problem  at  night, 
sleeping  propped  up  may  help. 

If  the  customer  asking  for  advice  is 
pregnant,  refer  them  to  your  pharmacist. 
Heartburn  is  quite  common  in  pregnancy, 
particularly  as  the  delivery  date  draws  closer, 
because  the  growing  child  pushes  the 
abdominal  contents  upwards.  The  stomach 
too  is  squeezed  and  the  contents  more  easily 
pushed  up  into  the  oesophagus,  as  in  the  reflux 
problems  outlined  above. 

Next,  you  should  ask  if  the  sufferer  has 
tried  any  medicines  already.  It  will  not  only 
give  you  some  idea  of  the  scale  of  the  problem, 
but  it  will  avoid  you  looking  silly 
recommending  something  they  have  already 
found  hasn't  done  the  trick. 

You  should  also  ask  if  they  are  taking  any 
other  medicines .  As  mentioned  above ,  some 
medicines,  particularly  pain  killers  like  aspirin, 
ibuprofen  and  other  arthritis  drugs  can  upset 
the  stomach.  The  patient  may  tell  you  they  are 
already  being  treated  by  their  doctor  for  a 


stomach  problem,  or  are  taking  one  of  the 
irritant  drugs.  If  so,  refer  them  to  your 
pharmacist. 

Cause  of  the  problem 

The  most  common  type  of  food-related 
indigestion  is  heartburn,  whose  symptoms  are 
a  burning  pain  in  the  stomach  area  behind  the 
breastbone,  most  commonly  at  night. 
Sometimes,  an  acidic  fluid  is  regurgitated  up 
into  the  mouth. 

Heartburn  is  usually  caused  by  reflux  of 
stomach  contents  up  into  the  oesophagus, 
either  by  pressure  if  the  person  is  overweight 
or  pregnant,  or  has  eaten  a  heavy  meal  (all 
clues  to  a  patient's  problem) .  In  the  elderly  the 
ring  of  muscle  at  the  opening  of  the  stomach, 
the  sphincter,  may  not  close  efficiently. 

Flatulence  on  the  other  hand  is  caused  by 
the  build  up  of  trapped  gas,  swallowed  while 
eating  or  drunk  in  carbonated  drinks.  An 
antifoaming  agent  will  be  of  benefit. 

Treatment 


Antacids  act  as  their  name  suggests  —  they 
neutralise  excess  stomach  acidity.  Most 
consist  of  metallic  salts,  though  there  are 
some  specialist  ingredients  which  may  give 
extra  relief  in  particular  cases.  Among  the 
common  ingredients  you  will  find  magnesium 
salts,  aluminium  salts,  sodium  bicarbonate  and 
calcium  carbonate. 

Continued  on  pl9 
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Fill  all  your  prescriptions 
with  just  one  bottle. 


® 


one 


1  'J  i :  M  M  u 

NTACID  ANTIFLATULENT 

Dosage:  One  or  two  5ml  spoonfuls  before 
meals  and  bedtime. 

Each  5ml  spoonful  contains  the  equivalent  of: 
Activated  Dtmethlcone  I35mg 
Dried  Aluminium  Hydroxide  B.R  420mg 
Light  Magnesium  Oxide  B.P.  70*" 9 

•  KEEP  ALL  MEDICINES  OUT  OF  THE  REACH 
OF  CHILDREN 

•  SHAKE  WELL  BEFORE  USE 

•  DO  NOT  FREEZE 

•  KEEP  BOTTLE  TIGHTLY  CLOSED 

•  NOT  SUITABLE  FOR  CHILDREN  UNDER  12  YEARS 

•  USE  WITHIN  28  DAYS  OF  OPENING 
PL/0 152/5026 

<8  Regd.  Trade  Mark  45510-A 

Distributed  by;  „_._ 
CROOKES  HEALTHCARE  LIMITED 
- — 5==^      Nottingham  NG2  3AA 
Product  Licence  Holder;  BERK  PHARMACEUTICALS  LTD 
Eastbourne.  England. 

500ml 


Batch  No- 
Date  ol  mftnl 


It  makes  perfect  sense  to  let  one  bottle  of  Asilone  Suspension  do  the  lot. 
That's  why  we're  discontinuing  our  300ml  Suspension.  Which  leaves  the 
500ml  size  for  all  your  prescription  needs.  Meanwhile,  our  OTC  consumer  range 
for  display  remains  as  comprehensive  as  ever:  the  300ml  and  100ml  Liquid 
and  30's  Tablets.  This  should  simplify  things.  And  makes  life  easier  for  you. 


Asilone 


YOUR    SOLUTION   TO  INDIGESTION 


i 


NEW  RAP-EZt 


■  and  Rap-eze  are  trademarks  Nicholas  Laboratories  Ltd.,  225  Bath  Road,  Slough,  SLl  4AU  Available  now  from  your  wholesale 


FROM  RENNIE. 


Rennie,  the  undisputed  leader  in  QIC  ind  igestion  relief 
out-sells  the  competition  in  both  the  peppermint  and  spearmint 
flavour  sectors  of  the  market. 

Now,  Rennie  is  proud  to  introduce  new  Rap-eze.  It's  fast. 
It's  effective.  In  fact  it's  absolutely  everything  you  would 
expect/  coming  from  Rennie. 

Rap-eze  is  very  different  from  any  indigest- 
ion remedy  you  have  ever  tasted  before 

i 

being  superior  in  its  refreshing  taste 
and  pleasant  texture. 
Available  in  packs  of  32  tablets,  your 
customer  has  the  choice  of  the  four 
rruit  assortment  (orange, lemon, raspberry 
and  blackcurrant)  or  the  single  orange  flavour. 
>nd,  as  if  Rap-eze  hasn't  got  enough  going  for  it, 
we're  also  backing  it  with  a  spend  of  over  2  million  pounds 
on  television  in  1991.  Stock  up  now,  because  Rap-eze 
will  definitely  bear  fruit. 


RAPID  INDIGESTION  RELIEF  IN  FOUR  FRUIT  FLAVOURS. 


(  ; 


No.  1  recommended  brand. 

New,  improved  tablet  formulation. 

New  handy,  portable  sizes  of  tablets 
and  liquid. 


Gavison  is  specifically  effective 
against  heartburn. 

Ready 
for  action. 


Direct  promotional  campaign  to 
consumers  from  January  1991. 

Customers  will  be  asking  you  for 
Gaviscon  by  name. 

Have  the  new  packs  in  stock  and  on 
display. 

Ask  your  representative  about  new 
consumer  information  and  display 
items. 


GAVISCON 

For  customers  who  demand 
heartburn  relief. 


Pharmacy  Prescribing  Information 

Active  Ingredients:  Liquid:  Sodium  Alginate  BPC  500mg,  Sodium  Bicarbonate  Ph. Eur.  267mg,  Calcium 
Carbonate  Ph.Eur.  160mg  per  10ml  dose.  Gaviscon  250  Tablet:  Alginic  Acid  BPC  250mg,  Sodium 
Bicarbonate  Ph.Eur.  85mg,  Aluminium  Hydroxide  Gel  BPC  50mg,  Magnesium  Trisilicate  Ph.Eur. 
12.5mg  per  tablet.  Indications:  Gaviscon  Liquid:  Heartburn,  including  heartburn  of  pregnancy, 
dyspepsia  associated  with  gastric  reflux,  hiatus  hernia  and  reflux  oesophagitis.  Gaviscon 250:  Heartburn 
and  acid  indigestion.  Centra-indications:  None  known.  Dosage  Instructions:  Adults  and  children  over  12: 


10-20ml,  children  6-12: 5-10ml  liquid  after  meals  and  at  bedtime.  Gaviscon  250  Tablets:  Adults  and  children 
over  12:  2  tablets  to  be  chewed  thoroughly  as  required.  Children  under  12:  not  recommended. 
Note:  10ml  liquid  contains  6.2mmol  soaium.  One  Gaviscon  250  tablet  contains  1.02mmol  sodium. 
Both  liquid  and  tablet  forms  of  Gaviscon  are  sugar-free.  Product  Licence  Nos:  44/0058  Liquid 
Gaviscon.  44/0103  Gaviscon  250.  Further  information  is  available  on  request  from:  Reckift  &  Colman 
Products,  Dansom  Lane,  Hull  HU8  7DS.  *Gaviscon  is  a  registered  trade  mark. 


Continued  from  pl4 

Magnesium  and  aluminium  salts  are  often 
combined  in  antacids.  When  found  singly,  their 
side-effects  are  quite  the  opposite  - 
magnesium  salts  tend  to  cause  diarrhoea, 
while  aluminium  salts  are  constipating. 

Sodium  bicarbonate  is  inexpensive  and  is 
a  traditional  household  remedy  for  the  rapid 
relief  of  indigestion.  However,  its  sodium 
content  makes  it  unsuitable  for  use  by  high 
blood  pressure  or  heart  disease  sufferers. 

Many  of  the  popular  antacid  remedies 
contain  calcium  carbonate  (chalk).  When  used 
for  the  occasional  bout  of  food  related 
indigestion  it  is  very  effective,  but  it  is  not 
recommended  for  long-term  use  since  it  can 
cause  a  "rebound"  excess  production  of  acid 
by  the  stomach  when  it  is  stopped.  Recent 
research  in  fact  suggests  most  antacids  may 
have  this  effect  to  some  extent. 

Bismuth  compounds  are  found  in  a  number 
of  OTC  remedies.  They  are  thought  to  coat 
any  damaged  area  of  stomach  wall  and  giving 
it  further  protection  while  it  heals. 

It  is  important  to  mention  two  other 
common  ingredients  —  deflatulents  and 
alginates.  The  deflatulent  dimethicone  and 
similar  compounds  including  peppermint  oil 
are  useful  for  a  customer  complaining  of  wind. 
They  have  an  anti-foaming  action  dispersing 
trapped  gas  by  assisting  belching. 

Alginates  are  useful  when  there  is 
evidence  that  the  oesophagus  is  being 
irritated.  The  alginate  forms  a  protective 
"raft"  which  floats  on  top  of  the  contents  of 
the  stomach  to  provide  a  physical  barrier 
between  the  acidic  liquid  and  the  lining  of  the 
oesophagus. 

Choice  of  product 

The  patient  may  well  have  a  preference  for  a 
tablet  or  liquid  formulation.  Generally  liquids 
act  more  rapidly  than  tablets,  which  are 
usually  sucked  or  chewed,  though  the  effect  of 
taking  a  tablet  may  last  a  lot  longer.  You  can 
narrow  down  the  choice  by  asking  the  patient 
what  type  of  product  they  would  prefer,  and 
taking  into  consideration  the  sort  of  indigestion 
they  have. 

Remember  that  products  containing  large 
doses  of  sodium  bicarbonate  are  best  avoided 
by  patients  with  high  blood  pressure.  If  there 
is  evidence  that  reflux  of  the  stomach  contents 
up  into  the  oesophagus  is  occurring  an 
alginate-type  antacid  may  well  be  the  best  bet. 
If  you  are  at  all  unsure  of  the  severity  of  the 
problem,  get  your  pharmacist  to  talk  to  the 
patient. 

Other  advice 


Customers  who  are  overweight,  or  who  drink 
heavily  or  smoke  too  much  will  benefit  at  all 
times  from  advice  and  support  about  looking 
after  their  health.  Often,  associating  a  mild 
symptom  like  indigestion  with  an  important 
lifestyle  change  puts  them  one  more  step 
down  the  road  to  tackling  it. 

For  customers  who  are  particularly  prone 
to  indigestion,  you  could  advise  regular  small 
meals  rather  than  large  irregular  ones  eaten  on 
the  run.  And  you  can  add  that  greasy  foods, 
coffee,  chocolate  and  alcohol  are  all  culprits  in 
the  indigestion  stakes. 

Serious  stomach  disorders 


Gastritis  Many  of  the  more  serious  stomach 
problems  arise  when  the  normal  mechanisms 
protecting  the  stomach  break  down. 

The  lining  of  the  stomach  is  normally 
protected  from  the  enzymes  and  acid  which 
are  important  for  the  digestion  of  food  by  a 


Some  common  OTC  indigestion  remedies 
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layer  of  protective  mucus.  However,  if  too 
much  acid  is  secreted,  or  too  little  mucus 
produced,  acid  is  able  to  get  through  to  the 
stomach  lining  and  inflammation  occurs.  The 
result  is  gastritis  which  can  be  felt  as  a  dull 
ache  or  sharp  pain. 

Gastritis  may  also  be  caused  by  persistent 
irritation  of  the  stomach  lining,  for  example  by 
concentrated  alcohol  in  the  forms  of  spirits,  or 
by  an  unsuitable  diet  of  rich  or  spicy  foods ,  or 
irregular  meals. 

Ulcers  A  severe  local  burning  pain  in  the 
stomach  before  meals  rather  than  after,  and 
vomiting,  often  of  blood,  are  typical  symptoms 
pointing  to  an  ulcer. 

Ulcers  occur  when  the  digestive  juices  and 


acid  attack  the  stomach  lining  sufficiently  to 
erode  away  the  tissue  itself,  rather  than  cause 
irritation  as  in  gastritis.  Two  sites  are 
common.  Those  occurring  in  the  stomach 
itself  are  known  as  gastric  ulcers,  those  that 
occur  in  the  first  part  of  the  small  intestine  are 
duodenal  ulcers  (the  pain  they  cause  is  often 
felt  nearer  the  navel  than  up  in  the  chest). 

Ulcers  are  common  in  middle  age,  and 
stress  and  anxiety  are  factors  in  their 
development.  Smoking,  while  probably  not  a 
cause,  is  known  to  delay  healing. 

Treatment  usually  consists  of  giving 
prescription  drugs  known  as  H2  blockers, 
which  reduce  the  amount  of  acid  secreted. 
Antacids  may  also  be  prescribed. 


Muriel  Bucknell,  pharmacy  assistant  at  Manor  Pharmacy,  Hemel  Hempstead,  receives  the  first 
prize  in  the  recent  Blisteze  competition  of  a  one  week  fly-dnve  for  two  to  Walt  Disney  World  from 
Dendron  sales  representative  Des  Plowright 
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A  Natrel  success 

story 

•  Take  a  new  brand  name  and  run  it  sideways  up  the  pack  so  it's  difficult  to  read?  •  Invest  extensively  in  top  quality, 
exotic  fragrances  —  and  then  call  your  variants  names  people  find  tricky  to  say?  •  Then  use  a  nude  couple  — 
camouflaged  and  body  painted — for  your  TV  launch  campaign?  At  first  hearing  perhaps  not  every  marketing 

manager's  recipe  for  a  successful  new  product  launch,  but  in  fact  just  three  of  the  extraordinary  ingredients  that  went 

into  the  phenomenally  successful  launch  of  Natrel  Plus 


Regarded  by  many  as  the  most  successful 
new  product  launch  ever  in  the  anti- 
perspirant  deodorant  (apd)  market  — 
perhaps  even  in  the  whole  personal  care 
sector  —  Natrel  Plus  has  gained  a 
remarkable  7.3  per  cent  unit  share  in  just  30 
months.  And  is  currently  the  fastest 
growing  brand  in  the  UK's  notoriously 
competitive  deodorant  market. 

But  why  and  how  has  the  brand  achieved 
this  enviable  position?  Arousse  Bakker, 
Gillette  brand  manager  for  Natrel  Plus, 
believes  it  is  because  the  brand  dared  to  be 
different  —  not  only  with  a  totally  new, 
premium  type  of  product  offer,  including 
actual  plant  extracts  in  its  formulation,  but 
also  in  its  contemporary  look  and  consumer 
appeal. 

"In  1 988  when  we  launched  there  had 
been  little  real  innovation  in  the  apd  sector  for 
many  years .  But  with  Natrel  Plus  every 
element  was  different:  with  its  formulation 
containing  plant  extracts  to  quality  fragrances 
and  its  fresh,  modern  design.  And  the 
consumer  welcomed  it. "  Ms  Bakker  explains. 

While  perhaps  not  seen  as  the  most 


exciting  or  glamorous  product  on  a 
bathroom  shelf,  an  apd  is  rapidly  becoming 
an  essential  item  for  most  people  in  the  UK. 
Over  88  per  cent  of  all  women  now  use  one 
daily  —  and  penetration  is  almost  100  per 
cent  among  younger  age  groups.  In  fact, 
after  soap  and  toothpaste,  deodorant  is  the 
next  most  used  toiletry  article. 

Not  only  is  the  deodorant  market 
surprisingly  large  and  important  within  the 
personal  care  field  —  worth  around  £160m 
annually,  it  is  now  about  twice  the  size  of 
the  toilet  soap  sector  and  one  and  a  half  that 
of  the  bath  and  shower  additives  market  — 
but  it  is  also  increasingly  profitable.  A  trend 
that  is  being  driven  by  the  development  and 
success  of  premium  brands  such  as  Natrel 
Plus. 

Natrel  development 

Unlike  "mainland"  Europeans,  who  tend  to 
choose  solely  deodorant  brands,  we  Brits 
prefer  to  stay  dry  as  well  as  fragrant  and 
overwhelmingly  opt  for  anti-perspirant 
deodorants. 


"We  know  that  effective  anti-perspirant 
properties  are  key  to  UK  purchasers,"  says 
Ms  Bakker.  "Where  Natrel  Plus  broke  new 
ground  was  with  the  combination  of 
effective,  active  ingredients  and  the 
innovative  use  of  plant  extracts:  in  this  case 
a  particular  British  flowering  plant,  which  is 


known  for  its  deodorant  properties. 

The  result  of  extensive  market 
research,  Natrel  Plus  quickly  captured  a 
previously  undefined  segment  —  issue- 
aware  consumers  —  who  tend  to  be 
younger,  style-conscious,  self-purchasers 
—  who  as  well  as  demanding  effective  all- 
day  protection  were  looking  out  for  lighter, 
less  synthetic-smelling  fragrances. 

The  Natrel  Plus  packaging  too  was 
completely  different  to  anything  else  on 
offer.  Not  only  has  it  proved  supremely 
successful  on-shelf,  but  it  has  also  won 
awards  for  its  design  team  at  Smith  & 
Milton.  The  combination  of  fresh,  clean 
white  packs  with  brand  lettering  from 
bottom  to  top  rather  than  left  to  right  plus 
the  eye-catching  sun  and  moon  logo  strip  all 
combined  to  convince  shoppers  that  Natrel 
Plus  really  was  a  new,  upmarket  and 
different  brand. 

Representing  an  entire  slice  through  the 
Earth's  core,  from  sun  at  the  start  of  the  day 
to  moon  at  the  end,  the  logo  strip  provided  a 
very  strong  visual  identity.  Importantly, 
when  put  into  research,  it  was  also 
immediately  understood  by  target 
consumers  to  illustrate  day-long  protection. 

The  vital  fragrance  factor 

As  far  as  Arousse  Bakker  is  concerned 
another  vital  factor  in  the  brand's  success  is 
its  attractive,  light  fragrances.  "The 
importance  of  fragrance  as  part  of  the 
product  mix  had  perhaps  been  a  little 
undervalued  up  to  that  point,"  she  says. 
"The  team  certainly  spent  more  time  and 
effort  on  Natrel  Plus'  fragrances  than  we  had 
on  any  other  brand.  We  invested  in  good 
quality,  expensive  perfumes  and  I'm  pleased 


to  say  that  fragrance  is  now  one  of  the 
highest  rated  aspects  of  the  product:  that's 
key  when  you  consider  that  50  per  cent  of 
women  and  35  per  cent  of  men  consider 
smell  their  most  powerful  sense." 

The  names  of  the  launch  variants,  Ylang, 
Xores  and  Fougere,  were  a  natural 
progression  from  the  fragrance  selection. 
"And  strangely  enough,  continued  Bakker, 
"the  fact  that  most  people  are  unfamiliar 
with  the  names  and  have  difficulty 
pronouncing  them  actually  adds  appeal  — 
people  find  them  slightly  mysterious, 
mystical  names  that  add  interest. ' ' 

An  extension  of  the  fragrances  came  a 
year  later  with  the  introduction  of  Zerion, 
designed  specifically  for  men,  with  a  light, 
sandalwood  smell.  By  this  time  the  tliree 
launch  variants  had  established  their  own 
targets;  Ylang  with  its  pink  colour  was 
exclusively  female,  while  Xores  and  Fougere 
had  more  unisex  appeal. 

"Although  male  usage  of  apds  is 
increasing  —  around  77  per  cent  of  men  now 
regularly  use  deodorant  and  that  goes  higher 
to  98  per  cent  among  16-24  year  olds  —  it 
seems  they  still  need  a  little  more  convincing 
on  shelf  that  a  product  is  actually  designed 
for  male  use. 

"We  moved  right  away  from  the  look  of 
the  other  variants  and  introduced  Zerion  in 
deep  blue  colourways.  And  to  give  added 
reassurance  to  its  target  market,  Zerion  also 
features  a  For  Men  flash  on  pack,"  says  Ms 
Bakker. 

The  move  appears  to  have  paid  off,  with 
Zerion  now  the  fastest  growing  variant  to 
the  range  —  and  even  attracting  some 
female  purchase  as  well. 


Natrel  imagei >  os) screen 

Saatchi  and  Saatchi  were  given  the  task  of 
developing  the  on-screen  image  of  the 
emerging  brand.  And  the  advertising  formula 
produced  proved  to  be  a  mould-breaking 
development  in  the  personal  care  sector. 

The  heavyweight  TV  launch  campaign, 
featured  an  intriguing,  apparently  nude, 
body-painted  couple,  merging  in  with  their 
forest  background  after  Natrel  Plus  is 
applied.  They  broke  new  ground  in  apd 
advertising. 

Introducing  the  concept  of  body 
camouflage,  the  innovative  approach 
captured  the  imagination  of  the  British 
public.  The  campaign  achieved  exceptionally 
high  awareness  rates  —  more  than  twice  as 
high  as  the  average  for  the  sector  —  not  only 
for  the  brand  name,  but  also  for  its 
innovative  inclusion  of  plant  extracts  and  that 
the  product  "worked  in  harmony  with  the 
body" 

Product  awareness  and  image  association 
between  the  body  painted  couple  and  Natrel 
Plus  was  so  strong  that  the  second  campaign 
built  on  the  same  theme.  Obviously  not  an 
easy  act  to  follow,  the  second  TV  creative 
incorporates  dramatic  action  of  the  Natrel 
Plus  duo  being  chased  by  wolves  through  a 
woodland  setting.  And  yes,  they  are  real 
wolves  in  a  real  wood,  albeit  a  reconstructed 
wood  built  on  the  James  Bond  set  at  Elstree! 

Directed  by  Franc  Roddam  of 
Quadrophenia  fame,  with  set  design  by 
Elliott  Scott,  fresh  from  the  latest  Indiana 
Jones  film,  and  with  models  Hailey  and 
Herve  undergoing  five  hours  of  body 
painting  daily,  the  six-day  shoot  itself  was  so 
unusual  it  even  made  the  news  pages  of  the 
tabloid  press. 

On  target  lor  1991 

On  air  currently  as  part  of  the  brand's  £4. 5m 
support  package  this  year,  the  "Wolves" 
commercial  will  reach  over  three  quarters  of 
Natrel  Plus'  target  consumers  via  TV  and 
big  screen  cinema  showings  in  the  London 
region. 

The  brand  is  aiming  to  really  drive 
business  through  the  chemist  sector  this 
Summer  with  a  strong  free  stock  multi-brand 
promotion.  From  May  chemists  will  receive 
a  free  case  of  Natrel  Plus  on  multiple  orders. 

"To  date  Natrel  Plus  has  proved 
dramatically  successful  in  appealing  to 
upmarket  young  women  and  men  —  and 
attracting  new  users  into  the  market.  This 
year's  campaign  of  heavyweight  advertising, 
carefully  targeted  on-pack  promotions, 
samplings  and  high  profile  editorial  coverage 
is  designed  to  maintain  the  brand's 
momentum  and  continue  to  help  grow  the 
overall  size  and  profitability  of  the  sector," 
concludes  Ms  Bakker. 


Researt  h  sources: 
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Mintel  Special  Slu  rry  (1990) 

Millward  Brown:  Gillette  Tracking  Study 

Millward  Brown:  I hage  and  Attitude  Study  (1991) 

( rillette  apd  market  estimate  based  on  nil  underarm 
deodorant  brands  and  male  deodorant  body  spray  products 


MERCHANDISING 


In  the  first  of  a  new  serges,  designer  Beverly  Fuller  explains  the  basics  of 
merchandising  in  the  pharmacy 


eking  the  key  to 
essful  merchandising 


The  way  in  whii  li  your  pharmacy  and  its 
merchandise  are  presented  to  your 
customers  is  a  vital  part  of  the  pre-selling 
phase  of  retailing,  as  it  projects  your  overall 
store  image. 

Positive  merchandising  begins  out  in  the 
street  with  the  impression  the  customer 
receives  when  first  approaching  your 
pharmacy.  The  total  effect  created  by  the 
fascia,  lettering  style,  colour  scheme  and 
message  must  be  attractive.  The  window 
displays  must  be  exciting.  The  entrance 
must  be  welcoming. 

Retailing  provides  the  link  between 
manufacturer  and  consumer  and 
merchandising  is  the  communication  vehicle 
for  the  final  stage  in  the  distribution  chain. 
The  influence  of  good  in-store  display  on 
the  customer  entering  your  pharmacy  is 
just  as  important  as  your  window.  It  is 


estimated  that  some  60  per  cent  of  all 
purchasing  decisions  are  actually  made  in 
the  shop. 

Put  very  simply,  successful 
merchandising  is  basically  manipulating  the 
three  variables  of  premises,  people  and 
product  to  the  best  advantage  —  for  profit. 
In-store  display  can  be  reorganised  and 
changed  around  frequently  to  give  a  fresh 
and  better  presentation.  Products  can  be 
introduced,  repackaged,  promoted, 
relaunched  and  changed  to  increase  selling 
potential.  Competition  for  customers  is 
increasing  and  your  pharmacy  needs  that 
something  extra  in  image  presentation  to 
attract  your  share  of  the  people  market. 
That  means  a  friendly,  bright,  clean  image, 
inviting  atmosphere  and  an  attractive  store 
layout. 

Perfection  in  merchandising  is  the 


smooth  turnover  of  goods  from  stock  to 
consumer,  keeping  the  continuity  of  sales 
and  stocking  finely  tuned  at  just  the  right 
level. 


Display  aims 


Good  store  displays  aims  to: 

•  Interest  customers  in  your  merchandise 
and  draw  them  into  the  shop  to  inquire 
further 

•  Focus  the  customer's  attention  on  those 
goods  you  wish  to  concentrate  on  selling 

•  Make  it  as  easy  as  possible  for  the 
customer  to  find  and  examine  the  products 
they  want 

•  Allow  the  sales  assistant  to  demonstrate 
and  sell  the  products  more  effectively 

•  Extend  and  improve  the  company's 
image  and  reputation  .  , 

Continued  overleaf 
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Win  Olympus  Sport  Vouchers  —  £  1 ,000  on  offei 

A  sun  expo 


survey,  sponsored  by  Sun  E45  —  the  new  sun  protection  range  from 
;rmatological  skin  care  specialist  E45  —  discovered  that  one  in  five  parents 
)nfessed  to  their  children  wearing  no  form  of  protection  while  playing  out 

the  sun,  despite  the  recent  heatwave  summers. 

The  survey  also  revealed  that  1 1  per  cent  (5  million)  adults  admitted  to 
ffering  sunburn  regularly  and  the  majority  of  these  were  young  women  aged 
24. 

Clearly,  there  is  scope  for  improvement  and  this  is  where  pharmacy 
sistants  can  play  a  crucial  part  in  educating  the  public  on  how  to  enjoy  the 
n,  in  the  safest  possible  way. 


Hon  Sun  K4!>  works 


Sun  E45  acts  as  a  physical  barrier  to  the  sun's  UV  rays,  reflecting  them  away 
from  the  skin.  It  contains  no  chemical  sunscreens  and  is  the  only  sun  protection 
range  to  use  a  range  of  different  size  particles  of  micro-fine  titanium  dioxide 
(a  harmless  mineral).  As  such,  Sun  E45  offers  superior  and  balanced  protection 
against  a  broad  spectrum  of  both  UVB  and  the  more  penetrating  UVA 
radiation. 

There  are  three  products  in  the  range  —  UVA/UVB  Sun  Block  Cream, 
SPF25;  Ultra  UVA/UVB  Protection  Lotion,  SPFI5,  and  High  UVA/UVB 
Protection  Lotion,  SPF8  —  all  are  allergy-screened  and  dermatologically  tested 
for  skin  tolerability.  They  each  have  a  special  moisturising  action,  and  are  free 
from  perfume,  making  them  particularly  suitable  for  those  with  sensitive  skins, 
including  sun-sensitive  adults,  children  and  those  individuals  with  photo- 
sensitivity reactions. 

Sun  E45  is  highly  water  resistant  and  extremely  long  lasting  for  anyone  on 
a  beach . 

Hon  to  use  Sun  K45 

Sun  E45  is  different  from  normal  sunscreens.  It  should  be  applied  sparingly, 
by  applying  small  dots  onto  the  skin  (like  foundation)  and  then  rubbing  in  well. 

If  a  customer  does  experience  sunburn  or  skin  drying  as  a  result  of  too  much 
sun,  recommend  the  use  of  an  effective  "after  suncare  range"  —  like  Cream 
E45,  Bath  E45  or  Wash  E45  —  to  soothe  tender  areas  and  moisturise  skin. 


The  prize 


OLYMPUS 


SPORT 


Whatever  type  of  holiday  you  prefer 
—  sightseeing,  beach  or  sporty  — 
wearing  the  right  clothing  and 
footwear  and  having  the  correct 
equipment  is  essential.  So  for  trekking 
around  ancient  ruins,  climbing  the 
highest  peaks  or  riding  the  surf,  Sun 
E45  and  Crookes  Healthcare  will 
provide  eight  lucky  readers  with  the 
chance  to  pack  their  holiday  cases 
with  the  latest  goodies  from  Olympus 
Sport. 

The  first  of  the  eight  correct  entries 
pulled  out  of  the  bag  will  receive  £500 
worth  of  vouchers,  the  2nd  £250,  the 
3rd  £150,  and  five-runners  up  £25 
each.  In  addition  all  prize  winners  will 
receive  a  handy-size  cool  bag  and 
product. 

All  you  have  to  do  is  answer  the 
three  following  questions  about  Sun 
E45. 


The  compel  it  ion 


Please  tick  the  correct  answer(s)  below,  (one  or  more  may  be  correct).  Send 
the  completed  coupon  to  Sun  E45  Competition,  Over  the  Counter,  Benn 
Publications  Ltd,  Tonbridge,  Kent  TN9  1RW. 

Name   

Pharmacy  address  


. Phone 


What  kind  of  sunscreen  does  Sun  E45  use  in  its  formulation: 

1.  Chemical 

2.  Non-chemical 

3.  Combination  of  both 

Why  is  Sun  E45  less  likely  to  irritate  sensitive  skin? 

1.  It  has  been  allergy-screened  and  dermatologically  tested 

2.  It  does  not  contain  perfume 

3.  Because  of  its  sunscreen 


How  does  Sun  E45  work? 

1.  It  absorbs  UV  light 

2.  It  reflects  UV  light 

3.  It  changes  UV  light  into  visible  light 


Rules 

I.  All  entries  become  the  property  of  Crookes  Healthcare  Ltd.  2.  The  competition  is  not  open  to  employees  of  Crookes  Healthcare  or  Benn  Publications  Ltd, 
their  families  or  the  companies'  agencies.  3.  The  closing  date  is  May  25, 1991.  4.  Entries  received  after  the  closing  date  will  not  be  accepted.  5.  The  first  correct 
entry  drawn  out  of  the  bag  after  the  closing  date  will  be  the  winner,  and  subsequent  correct  entries  drawn  will  be  the  runners  up.  6.  The  editor's  decision  is  final 
and  no  correspondence  will  be  entered  into.  7.  The  winner's  name  will  be  available  from  Crookes  Healthcare.  8.  Crookes  Healthcare  reserve  the  right  to  publicise 
the  winner's  and  runners-up  names  and  photographs.  9.  The  prize  must  be  accepted  as  offered,  there  is  no  cash  alternative. 


Take  a  look  at  your  present  set-up.  Is 
the  merchandise  so  crowded  and 
overpowering  that  the  customer  gets 
confused  and  sales  are  lost,  or  is  it  displayed 
in  a  pieasant  open  format  which  allows  them 
to  browse  at  leisure?  Have  you  efficient 
customer  traffic  flow  which  invites  the 
customer  to  walk  round  the  shop,  or  do  your 
displays  obstruct  and  deflect  the  custi  imer? 
Is  the  pay  desk  or  check  out  positioned 
correctly  and  can  you  use  it  to  place  impulse 
merchandise? 

Merchandising  is  the  surrogate  salesman 
and  should  be  clearly  identifiable  al  point-of- 
sale.  Remember  also  thai  ■    many  POS 
signs  do  not  communicate    ecuvely,  but 
only  muddle  the  custon         aid  "home- 
made" signs  wh«  ble. 

Layout  and  accessibility 

A  logical  arrangi    enl  helps  you  sell  more. 
Like  produi  i     ..<■>•.  as  beauty  aids,  toiletries 
or  slimming  aids  should  be  grouped 


together.  The  way  you  position  stock  will 
often  be  determined  by  seasonal  demands 
such  as  holidays,  winter  needs  or  gift 
suggestions.  Displays  which  have  impact 
will  attract  attention,  as  will  mass  displays  of 
identical  items,  block  displays  and  dump 
dispensers,  all  of  which  encourage 
self-service. 

Merchandise  handled  is  merchandise  half 
sold,  so  it  should  be  as  accessible  as 
possible.  Display  goods  in  proportion  to 
their  sales  and  stock  turnround.  There  is 
little  point  in  featuring  products  for  which 
you  have  only  limited  stock.  Ensure  main 
aisle  widths  are  a  minimum  of  one  metre  to 
allow  two  people  to  pass  in  comfort. 
Stockrooms  should  be  laid  out  as  far  as 
possible  in  the  same  order  as  the  shop 
displays  to  speed  service. 

The  means  used  to  display  products  for 
easy  accessibility  to  the  customer  may  vary 
with  the  type  of  goods  on  sale.  The  basic 
method  is  to  use  shelving,  whether  on  the 
walls  or  gondolas,  adapting  the  shelves 


ACCESSIBILITY  IS  VITAL 
FOR  SUCCESSFUL  MERCHANDISING 


STRETCH 
LEVEL 
POOR 


STOOP 
LEVEL 

mm 


within  the  whole  unit  for  different  purposes. 
Specially  designed  display  stands  and 
equipment  will  often  prove  to  be  less 
flexible. 


Positioning 


Volumes  have  been  written  on  the  most 
effective  positioning  of  merchandise .  To 
maximise  profitability  you  need  to  increase 
the  productivity  of  your  pharmacy  selling 
space.  Aim  for  all  year  round  advantage  as 
well  as  stort  term  special  promotions.  Good 
use  of  the  "premium  location"  and 

secondary  placement ' '  areas  in  your  shop 
will  make  the  customer  stop,  stay  and  buy. 
Develop  sales  active  areas  and  impulse 
buying  points.  Watch  out  for  passive  or 
negative  sales  areas  such  as  corners  and 
centre  aisles. 

In  competitive  merchandising  the  ideal 
"premium  position' '  for  best  selling  lines  is 
said  to  be  just  below  eye  level,  between 
waist  and  shoulder,  to  the  right  of  centre,  on 
the  right  hand  shelf,  in  the  first  third  of  the 
store.  This  will  depend,  of  course,  on  your 
own  particular  store  layout,  so  experiment 
until  you  find  your  ideal  set-up. 

Medium  sellers  can  then  be  displayed  on 
lower  shelves  and  slower  moving  lines  at  the 
top.  This  is  how  the  customer's  eye  usually 
travels  over  the  shop  stock.  Bottom  shelves 
can  lose  as  much  as  80  per  cent  of  normal 
sales,  so  don't  place  products  there  which 
you  require  to  be  fast  moving.  Careful 
product  placing  can  considerably  improve 
the  sales  rate  of  popular  lines  without  having 
to  resort  to  expensive  price  cutting. 
Beverly  Fuller  runs  her  own  shop  display 
design  business  and  is  a  part-time  lecturer  at 
Uxbridge  College,  Middlesex. 


The  National  Pharmaceutical  Association's  "Ask  your 
pharmacist"  series  of  Questions  and  Answers  is  syndicated  to 
newspapers  up  and  down  the  country  on  a  monthly  basis . 

My  son-in-law  plays  a  lot  of  sport.  After  a  recent  football  injury  his 
doctor  told  him  he  was  suffering  from  Bursitis.  What  is  this? 
Bursitis  is  inflammation  of  the  fluid  filled  cavity  which  covers  and  protects  the  joints 
such  as  the  elbow  or  knee.  It  is  caused  by  repeated  pressure  or  injury.  You  may  be 
interested  to  know  that  a  dictionary  of  medical  terms  is  now  available,  free  of  charge, 
from  your  local  pharmacy.  Written  k  plain  English,  it  explains  clearly  and  concisely 
many  of  the  technical  words  and  medical  jargon  used  on  medicine  labels  or  on  the 
leaflets  to  be  found  inside  medicine  packs.  If  your  doctor  or  pharmacist  uses 
technical  language  in  describing  your  ailment,  this  invaluable  booklet  will  help  you 
understand  exactly  what  is  wrong  with  you. 

/  have  read  in  the  papers  that  prescription  charges  have  gone  up.  What 
is  the  prescription  charge? 

It  is  a  "tax"  put  on  prescriptions  by  the  Government.  The  money  is  collected  by  the 
pharmacist  for  the  Government.  However,  an  estimated  §0%  of  the  population  are 
exempt  for  various  reasons.  If  you  think  you  could  be  entitled  to  free  prescriptions, 
an  explanatory  leaflet  and  application  form  —  Form  PI  1  —  is  available  from  Post 
Offices,  pharmacies  and  local  Social  Security  offices. 

Have  you  any  advice  on  how  you  can  feel  fresh  and  clean  when  you  have 
a  period? 

As  you  perspire  more  during  your  period,  make  sure  you  take  a  bath  or  shower  and 
use  an  underarm  deodorant  every  day  through  your  period.  Menstrual  odour  is  only 
formed  outside  the  body  when  the  flow  comes  into  contact  with  air.  It  will  not  occur 
with  tampons  because  they  are  used  inside  the  vagina.  With  external  sanitary 
protection  the  flow  collects  on  the  pad  where  the  warmth  of  the  body  increases  this 


odour  —  some  sanitary  towels  are  lightly  fragranced  to  help  combat  this  problem. 
To  ensure  a  high  standard  of  freshness  and  hygiene,  you  should  change  your  sanitary 
towels  or  tampons  every  three  hours. 

I  have  been  prescribed  slow  release  capsules.  Should  I  take  them  in  the 
same  way  as  my  other  tablets? 

Slow  release  capsules  are  specially  made  so  that  the  drug  is  released  in  the  body 
gradually  over  a  period  of  time.  They  should  be  swallowed  whole  with  a  glass  of 
water.  Do  not  chew  them  or  hold  them  in  your  mouth,  and  never  break  them  or  cut 
them  unless  you  are  advised  to  do  so  by  your  doctor  or  pharmacist.  Don't  be  alarmed 
if  you  notice  bits  of  the  capsule  when  you  go  to  the  toilet.  The  medicine  has  been 
absorbed. 

My  grandson  has  been  ill  recently.  The  doctor  prescribed  an  antibiotic. 
On  the  label  it  was  described  as  being  a  '  'suspension ' '.  What  does  this 
mean? 

The  term  "suspension"  usually  refers  to  a  liquid  medicine  where  solid  particles  are 
mixed  with,  but  not  dissolved  in,  a  fluid.  The  medicine  is  shaken  to  mix  the  ingredient 
before  each  use. 

My  daughter  is  suffering  from  psoriasis.  Is  there  an  organisation  we 
can  contact  for  help  and  advice? 

The  Psoriasis  Association  is  a  self-help  group  for  psoriasis  sufferers  and  all 
individuals  interested  in  psoriasis.  It  aims  to  help  people  who  have  psoriasis  by 
collecting  funds  for  and  promoting  research  into  the  basic  causes.  Their  address  is: 
Psoriasis  Association,  7  Milton  Street,  Northampton  NN2  7JG.  Tel:  0604  711129. 

Is  it  necessary  to  worm  my  dog? 

Yes.  There  are  a  number  of  diseases  you  can  catch  from  your  pets,  which  is  why  it 
is  so  important  to  regularly  worm  cats  and  dogs.  The  greatest  health  risk  is  from 
Toxocara  —  a  roundworm  commonly  found  in  dogs  and  cats.  The  eggs  of  this  parasite 
are  passed  through  the  cat  or  dog  in  its  droppings.  These  eggs  can  remain  in  the  soil 
for  two  years  or  more  after  the  faeces  have  disappeared,  and  many  will  be  infective. 
If  these  get  on  to  fingers  and  then  mouths,  the  larvae  may  burrow  through  the 
stomach  wall  and  travel  in  the  bloodstream.  The  symptoms  can  be  unpleasant  and 
difficult  to  treat.  They  can  include  stomach  upset  and  pain,  headache,  sore  throat, 
asthma  and  listlessness.  Your  vet  or  pharmacist  can  recommend  a  suitable  worming 
treatment.  Follow  the  manufacturer's  instructions  carefully,  but  if  in  doubt,  always 
ask  your  pharmacist  or  vet  for  advice. 
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TO  MAKE 
MORE 


ATTRACTIVE. 


We're  referring  of  course,  to  our 
re-styled  Loving  Care  pack. 

Having  raised  a  few  eyebrows, 
we're  expecting  to  do  the  same  for 
your  sales  figures. 

And  as  well  as  a  new  look,  we've 
added  two  exciting  new  shades  to 
the  range;  Beige  Blonde  and  Reddish 
Blonde. 

All  of  which  will  be  backed  with  a 
£2  million  tv  campaign  beginning  in 
the  spring. 

So  it  looks  as  if  a  facelift  for  the 
UK's  no.  1  Cover  Grey  Colourant  will 
do  wonders  for  your  profile. 


BRISTOL-MYERS 


Bristol-Myers  Co  Limited,  Swokeleys  House,  Milton  Road,  Ickenham,  Uxbridge  UB10  8N5. 
Telephone:  0895  639911.  Fox:  0895  636975.  Telex:  925374. 
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 SHOWCASE  

Steradent  boost  for  Europe 

Market  leaders  in  the  denture  cleaner  market  Steradent  are  swiftly 
following  the  introduction  of  3  minutes,  mouthwash  and  denture  gel 
with  improved  "European' '  formulas  on  Steradent  original  and  minty 
tablets  and  cleaning  powder.  Pack  sizes  have  been  rationalised  with 
tablets  now  in  tubes  of  30,  powder  in  250g  packs  and  fixative  in  50g. 
Support  for  the  year  totals  £500,000  in  major  women's  journals. 
Reckitt  &  Colman.  Tel:  07:  402  2272. 
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New  Vive 
keeps 
Impulse  fresh 


For  Impulse,  1991  is  no  exception 
—  there's  a  new  variant.  Out  goes 
Gipsy,  the  least  favoured  of  the 
current  range  and  in  comes 
"bubbly  and  sophisticated"  Vive, 
which  in  market  reseach 
outscored  last  year's  debutant 
Fresco,  currently  number  two 
best  seller  behind  perennial 
favourite  Hint  of  Musk. 

Elida  Gibbs  say  their  policy  of  updating  fragrances  in  line  with  fashion 
trends  has  been  the  key  to  the  brand's  success.  The  launch  of  Vive  will 
be  supported  by  a  £3m  promotional  campaign,  headed  by  a  new 
television  commercial  which  will  appear  from  the  middle  of  this  month. 
A  free  trial  size,  given  out  for  vouchers,  will  be  on-shelf  at  the  end  of 
May. 

Elida  Gibbs.  Tel:  071-486  1200. 


Rapolyte  offers  ORT 

Janssen's  raspberry-flavoured  Rapolyte  is  recommended  for  the 
treatment  of  diarrhoea  and  fluid  loss  in  infants,  children  and  adults, 
though  targetting  will  concentrate  on  the  0-12  age  group  initially. 
Rapolyte 's  formula  is  closely  based  on  that  recommended  for  oral 
rehydration  therapy  by  the  World  Health  Organisation. 

The  contents  of  one  sachet  should  be  added  to  200ml  of  fresh  water 
(for  infants  boiled  and  cooled  water)  and  used  in  place  of  bottle  feeds  for 
24  hours  in  the  0-2  year  age  group.  Breast-fed  infants  should  be  given 
the  same  volume  of  Rapolyte  as  the  normal  feed,  then  breast-fed  until 
satisfied.  Over  two,  Rapolyte  should  be  drunk  freely  while  diarrhoea 
lasts;  one  sachet  after  every  loose  motion  is  recommended. 

Rapolyte  will  be  promoted  to  mothers  with  young  children,  health 
visitors  and  school  nurses .  Display  material  and  consumer  leaflets  are 
available. 

Janssen.  Tel:  0235  772966. 

Solo  adds 
convenience 
to  Bodyform 
appeal 

Scott's  new  press-on,  trifolded 
and  individually-wrapped 
Bodyform  Solo,  is  a  regular  towel, 
shaped  for  comfort  and  reliability, 
and  packed  for  convenience  and 
portability.  Scott  say  the  trifold 
sector  is  growing  fast,  and  the 
introduction  of  Bodyform  Solo  will 
offer  consumers  a  choice  to  suit 
different  needs.  The  launch  is 
being  supported  with  an  extra  two  free  —  18  for  16  £1.25. 
Scott.  Tel:  0342  327191. 


Alberto  relaunch  Balsam  and 
add  two 


Elancyl  toning  gel  for  the 
shower 

Elancyl  toning  shower  gel  contain  extracts  of  ivy  and  is  said  to  leave  the 
skin  soft  without  drying  it.  The  gel  250ml  £5.35  can  be  used  in  the  bath 
or  shower,  and  the  pack,  which  contains  enough  for  30  applications,  has 
a  loop  allowing  it  to  be  hung  on  the  shower  or  bath.  A  free  transparent 
toilet  bag  containing  the  new  shower  gel  and  a  cotton  mitt  is  available 
to  consumers  buying  over  £18-worth  of  Elancyl  products. 
Pierre  Fabre.  Tel:  0865  742525. 


A  detangling  spray  and  a  hair  thickener  are  the  lastest  additions  to  the 
Alberto  Balsam  range,  which  has  been  relaunched.  The  detangling  spray 
200ml  £1.99  is  a  pump-action  leave-in  conditioner,  protein  enriched  for 
manageability  and  shine,  while  the  hair  thickener  200ml  £2.09  contains 
a  blend  of  eight  protein-enriched  ingredients  said  to  create  volume  and 
body.  It  is  aimed  at  the  40  per  cent  of  women  who  claim  to  have  fine  hair. 
A  television  campaign  worth  over  £3  million  will  support  the  new 
products  and  relaunch. 
Alberto  Culver.  Tel:  0256  57222. 
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Win  an  ICE  Cool  weekend 
for  two  at  Inglewood 
Health  Farm 


The  compel  il  ion 


To  help  you  escape  the  hustle  and  bustle,  ICE  are  offering  you  the  chance  to 
win  a  weekend  for  two  al  the  exclusive  Inglewood  Health  Hydro. 

Set  in  fifty  acres  of  stunning  countryside,  Inglewood  provides  you  with  a 
peaceful  haven  from  the  pressures  and  tensions  of  modern  life.  Not  only  will 
the  winner  be  able  to  take  a  guest  to  share  their  executive  suite  they  will  also  have 
full  use  of  all  facilities  including  an  indoor  swimming  pool  and  each  day  w  ill 
include  special  beauty  treatments  such  as  massages,  G5,  aromatherapy  baths, 
sauna  and  steambath. 

In  addition  to  all  this,  Inglewood  has  a  fully  equipped  gymnasium,  yoga  and 
dance  classes,  and  year  round  tennis  and  cycling. 

Ten  runners  up  will  receive  the  lull  set  of  ICE  products. 


How  to  enter 

Just  simply  answer  the  questions,  fill  in  the  entry  coupon  and  return  to  the 
address  given: 

1 .  Match  the  most  suitable  ICE  product  to  the  activities  given  by  drawing 
a  line  between  them. 

After  an  energetic  aerobics  class        The  Cool  Natural  Spray 

The  Cool  Body  Gel 


Ideal  for  use  after  an 
aromatherapy  bath 

Cool  off  while  jogging 

Instant  refreshment  on  the 
tube/bus 


The  Cool  Touch 
The  Cool  Splash 


I  n  today's  hi-tech,  high  pressured  world  it  is  often  hard  to  keep  up  with  i 
fast  pace  of  life;  we  play  harder,  work  harder  and  travel  more  easily  to 
unfamiliar  climates  and  they  all  take  their  toll  on  our  spirits  and  vitality. 

The  desire  to  feel  cool  and  refreshed  exists  strongly  in  everyone,  and  often 
there  is  no  visible  means  of  relief.  However,  there  is  now  a  solution  guaranteed 
to  beat  the  heat  —  ICT  —  "the  cool  solution". 

ICE  is  a  unique  range  of  external  body  products  that  are  easy  to  use  to 
instantly  revive  and  invigorate.  The  secret  is  in  the  super  cooling  ICE 
formulation,  a  combination  of  aromatic,  essential  oils  with  added  menthol 
for  a  more  stimulating  and  refreshing  sensation. 

The  range  launched  last  year  includes: 

The  Cool  TOUC.h  —  an  innovative  dab-on  applicator  —  offers  liquid  ICE 
for  an  immediately  cool  sensation.  Ideal  to  dab  on  to  pulse  points  after  a 
relaxing,  soothing  bath. 

The  Cool  Slick  —  a  convenient  push-up  stick  —  enabling  you  to  use 
ref  reshing  ICE  on  your  pulse  points  or  forehead,  wonderful  to  instantly  revive 
you. 

'tin*  Cool  Spliisll  —  a  handy  flask  of  instant  refreshment.  Splash  on  after 
energetic  indoor  exercise,  or  simply  when  the  going  gets  hot  for  a  terrific  tingle. 
The  Cool  Tissues  —  individually  foil  wrapped  —  these  tissues  are 
impregnated  with  exhilarating  ICE.  The  cool  solution  for  freshening  up 
anytime,  anyplace,  anywhere. 

New  from  U'i! 

The  ICE  products  proved  so  popular  that  three  new  and  innovative  products   

are  being  introduced  to  the  range  this  year: 

The  Cool  lio(l>  Gel  —  this  semi-liquid  body  gel  contains  the  ICE  solution.        3.  Complete  the  tie  breaker  in  no  more  than  15  additional  words: 
Massage  onto  the  neck,  shoulders  or  anywhere  you  want  to,  to  refresh  and 

stimulate  yourself.  Great  for  using  after  exhilarating  outdoor  sporting  activities.        ICE  is  the  cool  solution  because  

The  Cool  NulllKll  S|H'<I>  —  a  convenient  natural  pump  spray  filled  with 
ICE.  Wonderful  for  using  on  your  pulse  points  to  instantly  cool  down,  under 
a  mist  of  ICE  cool  freshness.  Especially  while  travelling  or  when  you're  on  the 

move.   

The  COOl  Koll-Oll  —  a  glass  cylinder  of  liquid  ICE  topped  with  a  smooth 
rolling  ball.  Instant  revival  in  a  handy  container. 

Name:   

RUleS  l».  AA 

Pharmacy  address:   

/.  The  competition  is  open  to  all  pharmacists/ pharmacy  assistants  in  Great  Britain. 

2.  The  competition  is  not  open  to  employees  at  A  Iberto  Culver  or  Benn  Publications 
Ltd. 

3.  All  entries  become  property  of  Alberto  Culver 

4.  No  alternatives  will  be  given  to  the  Prizes.   

5.  Judges  decision  is  final. 

6.  Closing  date  is  Mav  28  Send  entry  form  to  Over  the  Counter/ICE  competition,  Benn  Publications 

Ltd,  Sovereign  Way,  Tonhridge,  Kent  TN9  1RW. 


2.  What  is  the  super  cooling  ingredient  in  the  ICE  formulation? 


Milupa's  top  sellers  grow 

Milupa's  best  selling  babyfood  variants  are  now  bigger  too,  with  an 
economy  size  240g  pack.  The  variants  getting  the  outsize  treatment 
include  carrot  and  tomato,  cheese  and  apple  treat,  and  cauliflower  and 
creamed  potato.  Three  more  varieties  and  three  desserts  will  follow. 
Consumers  who  buy  the  new  size  are  set  to  save  10%  and  extra  price 
promotions  will  support  the  launch. 
Milupa  081-573  9966. 


Ellies  lanched  as  Liga  moves 
to  Jacob's 

Liga  Ellies  are  "rusks  that  are  more  like  a  biscuit' '  for  the  older  child 
of  18  months  onwards.  The  elephant-shaped  biscuits  126g  £0.85  are,  like 
the  rest  of  the  Liga  range,  low  in  sugar  and  contain  no  artificial  colouring, 
flavouring,  preservatives  or  added  salt. 

The  Liga  range  is  now  marketed  under  the  Jacob's  Bakery  name, 
like  the  Cream  Crackers,  rather  than  Cow  &  Gate.  Support  this  year 
includes  coupons  and  sampling  through  Bounty  and  the  mother  and  baby 
Press. 

The  Jacob's  Bakery.  Tel:  0734  492700. 


Extra  strength  Hedex  aimed 
at  mild/moderate  headaches 

Sterling  Health  are  pushing  Hedex  into  the  extra  strength  sector  with 
Hedex  Extra  for  mild  to  moderate  headaches.  Each  capsule-shaped 
tablet  contains  500mg  paracetamol  and  65mg  caffeine  24  £1.75.  The 
company  says  this  dose  of  caffeine  has  been  shown  to  enhance  the  pain- 
relieving  activity  of  paracetamol. 

Hedex  Extra  has  silver  and  red  packaging,  while  a  "For  extra  relief 
in  headaches"  flash  puts  it  firmly  in  the  Hedex  niche  as  a  headache- 
specific  remedy. 

Sterling  Health.  Tel:  0483  65599. 

Resiston  One 
goes  national 

Fisons  OTC  treatment  for 
hayfever,  Resiston  One, 
previously  only  available  in  the 
TVS  and  Central  TV  regions,  is 
now  available  nationally.  Resiston 
One  nasal  spray  contains  sodium 
cromoglycate,  which  prevents  the 
release  of  histamine  (see  Focus  on 
Allergies  p4),  together  with 
xylometazoline,  a  nasal 
decongestant.  Each  10ml  pump 
spray  £3.33  contains  enough  for 
ten  days  treatment,  at  a  dosage  of 
one  squeeze  per  nostril  four  times  a  day. 

Support  will  include  national  Press  advertising  with  the  slogan 
"Don't  let  hay  fever  take  over  your  day  —  join  the  Resistance!" 
Fisons  Consumer  Health.  Tel:  0509  611001. 


Valderma's 
Active  gel 


Roche  took  over  Valderma  last 
year  and  now  they  are  relaunching 
the  brand  with  a  repackage  and 
new  Valderma  Active  gel.  A 
Pharmacy  medicine,  Valderma 
Active  gel  contains  benzoyl 
peroxide  5%  in  a  non-greasy 
water-based  formulation  and  is 
aimed  at  teenagers  and  parents 
who  are  asked  by  their  children  to 
buy  spot  treatments.  Valderma 
soap  and  cream  have  been 
repackaged.  The  cream  is  aimed 
at  adults  who  need  a  gentle 
formulation  to  treat  occasional  spots  and  blemishes.  Consumer 
Press  advertising  starts  this  month.  Roche.  Tel:  0707  328128. 
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Verity  is  a  real-life  pharmacy 
assistant  working  full-time  in  a 
pharmacy  somewhere  in  the  UK, 
writing  about  her  job  as  she  sees  it. 


I've  just  crawled  out  from  under  all 
the  old  price  stickers  littering  the 
floor.  Many  of  you,  like  us,  will  have 
been  feverishly  changing  prices 
thanks  to  the  Chancellor's  VAT 
increase.  Our  boss,  like  most  others  I 
suspect,  decided  we  couldn't  absorb 
Norman  Lamont's  2.5%,  so  we've 
been  busy  ever  since  altering  prices.  During  the  course  of 
the  repricing,  we  seem  to  have  searched  the  far  corners 
of  drawers  probably  untouched  for  years,  judging  by  the 
relics  we  uncovered.  However,  we've  not  seen  anything 
like  the  find  in  one  shop  nearby  who  came  up  with 
Meggezones  packed  in  a  tin! 

We  might  all  blame  the  Chancellor  for  the  extra  work, 
but  some  of  the  manufacturers  seem  to  have  got  away 
with  sneaking  some  quite  stiff  price  rises  in  with  the  tax 
adjustment,  in  addition  to  their  usual  annual  rise.  I 
suppose  the  VAT  rise  provides  a  good  carpet  under  which 
to  sweep  any  extra  increase. 

Speaking  of  rises,  where 's  mine?  At  the  time  of 
writing,  this  year's  JIC  scale  has  still  to  be  announced. 


When  it  eventually  arrives  it  will  be 
backdated,  so  we  are  told,  but 
perhaps  some  employers  will  try  to 
get  in  a  lower  increase  before  the 
official  one  has  been  decided  upon. 
Assistants  have  been  underpaid  in  the 
past  and  with  nothing  to  base  pay  on, 
there  could  be  a  loophole  this  year. 
As  if  we  hadn't  enough  to  do  with  the  price  guns,  it's 
time  for  the  annual  space  clearing  exercise  to  make  room 
for  this  year's  sunpreps.  We  haven't  got  as  large  a  range 
as  usual  for  this  Summer  as  our  boss  has  gone  against 
"luxury  purchases" .  Instead,  we  will  be  concentrating  on 
the  more  serious  ranges  like  Uvistat,  with  its  strong  focus 
on  high  protection.  We  will  also  be  giving  some  OTC 
space  to  a  one-time  prescription  special  Spectraban, 
which  most  of  our  customers  will  not  yet  have  heard 
about. 

Protect  rather  than  tan  seems  to  be  the  strong 
message  this  year,  though  I'm  sure  the  die-hard  sun 
worshippers  will  still  be  in  for  their  zero  protection 
cooking  oil! 


cm 
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Watch  this  space 


TISEPTIC  CREAMS 


Just  one  year  after  launch  Sudocrem  30g  tube  is  now 
firmly  established  in  the  antiseptic  cream  market,  and 
it's  growing  fast. 

There's  nothing  better  than  Sudocrem  for  scratches, 
cuts  and  grazes.  Unlike  most  antiseptic  creams,  its 
unique  formula  not  only  protects  the  wound  but  also 
helps  promote  the  growth  of  new  skin  cells,  actively 
encouraging  the  healing  process. 

Nothing  should  beat  Sudocrem  for  sales  either, 
because  we're  continuing  to  invest  in  our  successful 
Women's  press  campaign,  and  on-going  trade  support. 

Remember,  Sudocrem  is  only  available  from  you.  So 
watch  that  space  and  keep  it  stocked  up  with  Sudocrem 
30g  tubes  to  make  the  most  of  demand. 
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Sudocrem 


ANTISEPTIC  HEALING  CREAM 

Cuts  and  Grazes 


Fast  Aid  for  Little  Emergencies 


BOURNE  ROAD  BEXLEY  KENT 
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